Entrepreneurial orientation, business network, total quality management, export market orientation and SMEs' export performance by Imran, Muhammad
The copyright © of this thesis belongs to its rightful author and/or other copyright 
owner.  Copies can be accessed and downloaded for non-commercial or learning 
purposes without any charge and permission.  The thesis cannot be reproduced or 
quoted as a whole without the permission from its rightful owner.  No alteration or 
changes in format is allowed without permission from its rightful owner. 
 
ENTREPRENEURIAL ORIENTATION, BUSINESS NETWORK, 
TOTAL QUALITY MANAGEMENT, EXPORT MAR.KET 
ORIENTATION AND SMEs' EXPORT PERFORMANCE 
MUHAMMAD IMRAN 
DOCTOR OF PIDLOSOPHY 
SCHOOL OF BUSINESS MANAGEMENT 
UNIVERSITI UTARA MALAYSIA 
2018 
ENTREPRENEURIAL ORIENTATION, BUSINESS NETWORK, 
TOTAL QUALITY MANAGEMENT, EXPORT MARKET 
ORIENTATION AND SMEs' EXPORT PERFORMANCE 
MUHAMMADIMRAN 
Thesis submitted to 
School of Business Management, Universiti Utara Malaysia 
In Fulfilment of requirement for the Degree of Doctor of Philosophy 
Permission to Use 
In presenting this thesis in fulfilment of the requirements for a postgraduate degree 
from University Utara Malaysia (UUM), I agree that the University Library may 
make it freely available for inspection. I further agree that permission for the copying 
of this thesis in any manner, in whole or in part, for scholarly purpose may be granted 
by my supervisor(s) or, in their absence, by the Dean of School Business 
Management. It is understood that any copying or publication or use of this thesis or 
parts thereof for financial gain shall not be allowed without my written permission. It 
is also understood that due recognition shall be given to me and to University Utara 
Malaysia for any scholarly use which may be made of any material from my thesis. 
Requests for permission to copy or to make other use of materials in this thesis, in 
Whole or in part, should be addressed to: 
Dean of School of Business Management 
Universiti Utara Malaysia 
06010 UUM Sintok 
Abstract 
Studies on the export performance of small and medium enterprises (SMEs) have 
gained a lot of attention due to its contribution towards the economy of developing 
countries. Pakistan is one of the developing countries which have reported a decrease 
in export performance that may affect firm profitability and the country's economic 
growth. Thus, it is pertinent to study the factors that may enhance the export 
performance of SMEs, particularly in Pakistan. The objective of this study was to 
examine the relationships between entrepreneurial orientation (EO), business network 
(BN) and total quality management (TQM) on SMEs' export performance with the 
mediating role of export market orientation (EMO). The data was collected through 
questionnaires from owners/managers of exporting SMEs in Pakistan. 364 
questionnaires were analysed using the Squares Structural Equation Modeling version 
smartPLS-3.2. 7 and the Statistical Package for the Social Sciences version 25. The 
research findings showed significant relationships between EO, TQM, EMO and 
SMEs' export performance. However, the study found that the relationship between 
BN and SMEs' export performance is not significant. Furthermore, the findings 
revealed that EO and BN have direct and significant effects on EMO. Nevertheless, 
this study found that the relationship between TQM and EMO is not significant. With 
regards to the mediation effect, EMO plays significant mediating roles between EO, 
BN and SMEs' export performance. In contrast, the results showed no mediating role 
for EMO between TQM and SMEs' export performance. Generally, these findings 
support the view that EO, BN, TQM and EMO could effectively foster SMEs' export 
performance. Based on the findings, it is suggested that the owners/managers of the 
SMEs should effectively implement EO, BN, TQM and EMO in order to increase the 
SMEs' export performance. Finally, theoretical, practical and methodological 
implications as well as limitations and future recommendations are discussed in this 
study. 
Keywords: entrepreneurial orientation, business networks, total quality management, 
export market orientation, SMEs' export performance. 
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Abstrak 
Kajian mengenai prestasi eksport perusahaan kecil dan sederhana (PKS) telab 
mendapat banyak perhatian kerana sumbangannya terhadap ekonomi negara 
membangun. Pakistan merupakan salah satu daripada negara membangun yang telah 
melaporkan penurunan tabap prestasi eksport yang boleh menjejaskan keuntungan 
perusahaan dan pertumbuhan ekonomi negara tersebut. Oleh itu, adalah penting untuk 
mengkaji faktor-faktor yang boleh meningkatkan prestasi eksport PKS, terutamanya 
di Pakistan. Objektif kajfan ini adalah untuk mengkaji hubungan antara orientasi 
keusahawanan (OK), rangkaian perniagaan (RP), dan pengurusan kualiti menyeluruh 
(PKM) terhadap prestasi eksport PKS dengan peranan pengantara orientasi pasaran 
eksport (OPE). Data dikumpul dengan menggunakan soal selidik dari kalangan 
pemilik/pengurus eksport PKS di Pakistan. Sejumlah 364 soal selidik dianalisis 
dengan menggunakan Squares Structural Equation Modeling versi smartPLS-3.2. 7 
dan Statistical Package for the Social Sciences versi 25. Hasil penyelidikan 
menunjukkan hubungan yang signifikan di antara OK, PKM, OPE dan prestasi 
eksport PKS. Namun begitu, kajian mendapati babawa hubungan di antara RP dan 
prestasi eksport PKS adalah tidak signifikan. Selain daripada itu, hasil kajian 
menunjukkan babawa OK dan RP mempunyai kesan langsung dan signifikan terhadap 
OPE. Waiau bagaimanapun, kajian ini mendapati hubungan di antara PKM dan OPE 
adalah tidak signifikan. Berhubung dengan kesan pengantara, OPE memainkan 
peranan pengantara yang signifikan di antara OK, RP dan prestasi eksport PKS. 
Sebaliknya, keputusan menunjukkan tiada kesan pengantara bagi OPE di antara 
hubungan PKM dan prestasi eksport PKS. Secara umum, kajian ini menyokong 
pandangan bahawa OK, RP, PKM, dan OPE secara berkesan dapat meningkatkan 
prestasi eksport PKS. Hasil daripada penemuan ini, kajian mencadangkan bahawa 
pemilik/pengurus PKS perlu melaksanakan OK, RP, PKM dan OPE yang efektifbagi 
meningkatkan prestasi eksport PKS. Akhir sekali, implikasi teori, praktikal, dan 
metodologi, serta batasan, dan cadangan masa depan turut dibincangkan di dalam 
kajian ini. 
Kata kunci: Orientasi keusabawanan, rangkaian pemiagaan, pengurusan kualiti 
menyeluruh, orientasi pasaran eksport, prestasi eksport PKS. 
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1.1 Background of the study 
The role of small and medium enterprises (SMEs) in any country's exports cannot be 
neglected. The exports of any country heavily rely on the participation of small and 
large firms in the export business. According to Dana (2017), the exports of a country 
can be enhanced through the extensive involvement of SMEs. In particular, SMEs are 
easy to start, require low capital, easy to maoage, provide source of innovat ion and 
risk-taking for new opportunities (Dar, Ahmed, & Raziq, 20 17; Zafar & Mustafa, 
20 I 7). SMEs are well known for their signi ficant contribution to a country's economy 
(Paul, Parthasarathy, & Gupta, 2017; Raju & Rajan, 20 15). Many researchers, argue 
that SMEs are the backbones of an economy (Paul et al., 20 17). Fmthermore, SMEs 
play an important role in poverty reduction and also provide new business platforms 
to entrepreneurs (Soornro & Aziz, 2015). Moreover, SMEs provide job creation 
opportunities plus income generation and as the lead initiator of innovations (Dar et 
al., 2017). Also, SMEs serve as service providers and suppliers to large firms and act 
as the basis for transforming small firms into large firms (Rahpoto & Shaikh, 2011). 
Furthermore, SMEs provide the support to large firms to make them competitive in 
their respective markets (Dar et al., 2017). Demirbag, Lenny Koh, Tatoglu, and Zaim 
(2006) stated that the impact of the contributions of SMEs on the economic growth 
and development of many countries has been significant. These characteristics have 
attracted the attention of other countries to develop more and more small and medium 
businesses, which can, in turn, improve their export performance (Rehman, 2016). 
A comprehensive view, according to a Mckinsey and International Finance 
Corporation 2010 survey, indicates that the total numbers of SMEs worldwide are 
between 420 & 51 O million, and 360 to 440 million SMEs are located in developing 
countries (North & Varvakis, 2016). In developed countries, such as the European 
Union, SMEs contribute 66.9 percent to employment creation, 57.8 percent in annual 
GDP of the bloc, and 33.3 percent in total exports (Muller et al., 2015). Moreover, the 
contribution of the United States of America's SMEs to employment is 52.4 percent, 
44.4 percent to the annual GDP, and 34 percent to the total export revenue in the 
country (Firoozmand, Haxel, Jung, & Suominen, 20 l 5;Muller et al., 2015). In upper 
middle countries, for instance, China, SMEs contribute 64.7 percent to employment 
creation, 60 percent to the annual GDP, and 41.5 percent to the total export of the 
country. On the other hand, in lower-income countries, for example, India, the 
contribution of SMEs stands at 37.5 percent to the annual GDP, 42.4 percent to the 
total export of the country (Shinozaki et al., 2014), and 57.28 percent to employment 
creation (Muller et al., 2015). Interestingly, China is prominent in world exports due 
to the massive participation of SMEs in export business (Muller et al., 2015) and now, 
it is the number one country regarding export trade in the world (Jing & Zhu, 2016). 
Moreover, SMEs contribution to the GDP of some Asian countries includes Japan 
with 50 percent, South Korea with 49.4 percent, and Indonesia with 57.8 percent 
(Yoshino & Wignaraja, 2015), Taiwan with 85 percent (Jabri, 2016) and Singapore 
with 50 percent respectively (Organisation for Economic Co-operation and 
Development, 2014). 
The export activity is gradually gaining importance mainly from organisational and 
national perspectives since exports significantly contribute to economic development. 
Exports influence the volume of foreign exchange reserves and maintain the level of 
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trade balance (Okpara & Kabongo, 2009). Moreover, exports enhance societal 
prosperity and help in developing national industries, increasing productivity, and 
generating new jobs. Furthermore, through exports, customers have inc(eased access 
to a variety of goods and services thereby improving their lifestyle as well (Lages & 
Montgomery, 2004). At the firm level, market diversification and exporting activity 
reduces firms' dependency on the domestic market. In other words, firms' access to 
new markets provides them with new customers overseas and that, in turn, enables 
finns to exploit economies of scale and achieve lower production costs while 
producing more efficiently. According to Morgan, Kaleka, and Katsikeas (2004), 
exporting is an important economic activity which is critical for firms' success, and 
exporting is the primary means of entering into the international market, achieving 
expansion of sales and profitability. 
However, an overall overview of Pakistan exports indicated that the country's exports 
stood at US$6 billion, US$10 billion, and US$24 billion in 1990, 2000 and 2010, 
respectively (Amanullah, 2012). Comparably, in recent years, the Pakistan Bureau of 
Statistics has reported a decline in the country's exports - Fiscal Years, FY 2011, FY 
2012, FY 2013, FY 2014, FY 2015, FY 2016 are US$24 billion, US$23 billion, 
US$24 billion, US$25 billion, US$23 billion, and US$20.8 billion, respectively 
(Pakistan Bureau of Statistics, 2016). The exports of Pakistan shows a declining trend 
-12.8 percent in 2011 and -12 percent from 2015 to 2016 (Kundi, 2016). The trade 
deficit increased to US$ l 8.4 billion, that is an increase of 8.14 percent which is the 
highest in 35 years (Kundi, 2016). All these figures do not give a positive picture of 
the overall state of the economy. The export performance of Pakistan in the last 6 
years is shown in Figure 1.1 . 
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Comparing, Pakistan's export performance with its regional counterparts such as 
India and Bangladesh, Pakistan only managed to achieve a 4-fold increase, whereas 
India and Bangladesh evidenced an increase in exports of 1 7 and l O folds, 
respectively. Although, both these countries also faced similar socio-economic 
challenges when compared to Pakistan, yet they managed to increase their export 
businesses. Table I. I represents the last three decades of the three countries' export 
growth. 
Pakistan Export Performance 









Pakistan export pe1formance (2010-1 l to 2015-16) 
Source: Pakistan Bureau of Statistics (20 l 6) 
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Table 1.1 (Continues) 
Year Exports 
1981-1990 1991-2000 2001-2012 1981-2012 
Indonesia 4.44 4.79 7.99 5.87 
Japan 4.47 4.3 4.23 4 .64 
Korea (Rep. of) 11.67 16.44 10.56 12.34 
Malaysia 11 .22 11.56 4.33 9.47 
Pakistan 8.29 -0.14 4.39 6.1 J 
Philippines 3.78 8.19 5.25 5.83 
Singapore 10.44 11.32 8.4 10.18 
Sri Lanka 6.34 7.39 3.4 5.73 
Thailand 15 .1 8.93 5.57 10 09 
Vietnam 18.86 12.13 16.63 
Source: Malhotra and Kumari (2016) 
Regarding SMEs contribution to Pakistan, it is not different from other developing 
countries. According to Rehman (2016), ninety (90) percent of enterprises in Pakistan 
are SMEs. SMEs contributes 78 percent to the non-agricultural labour force, 30 
percent in GDP, and 25 percent in export earning, respectively (Dar et al., 2017). In 
comparison with neighbouring countries, the contribution of SMEs to Pakistan's GDP 
is higher than that of India (37.5 percent) but less than that of China (60 percent) 
(Thaver & Alamgir, 2014) and Iran (50 percent) (Abdin, 2017). Dar et al. (2017) 
reported that Pakistan's SMEs are performing less than that of other developing 
countries such as Malaysia, Thailand, China, Taiwan and Indonesia. Regardless of the 
nature of the nation's economy, SMEs make a significant contribution to innovation, 
regional development and social cohesion, which, in turn, massively contributes to the 
GDP, employment and exports (Khalique, Isa, Shaari, & Abdul, 2011; Rehman, 2016; 
Shah, Mehmood, Hashmi, Shah, & Shaikh, 2011). 
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The Government of Pakistan has set a Vision 2025 for economic growth on economic 
sustainability (Nation, 2016; Thaver & Alamgir, 2014). SMEs in Pakistan has the 
potential to help achieve the Vision 2025 (Nation, 2016) by developing Pakistan's 
economy, primarily through international trade. Moreover, the Government of 
Pakistan has introduced different departments which are working to assist SMEs' 
growth and contribution to country's export, such as the Small & Medium Enterprise 
Development Authority (SMEDA), SME Bank, Punjab Small Industries Corporation 
(PSIC), Ministry of Industries & Production (MOIP), Ministry of Commerce of 
Pakistan, The Federations of Pakistan Chamber of Commerce & Industry (FPCCI), 
Trade Development of Pakistan (TDAP), and the Small Industries Corporations 
(Siddique, Saleem, & Abbas, 2016). Despite these programs and policies, the 
contribution of SMEs to exports in Pakistan has remained a significant issue. 
The contribution of SMEs to Pakistan's exports is about 25 percent (Dar et al., 2017), 
which is less than that of neighbouring countries such as India (42.4 percent) and 
China (41 .5 percent) respectively (Shinozaki et al., 2014). In particular, exports of 
Pakistan's exports rely on the manufacturing sector, which contributed about 80% to 
the country's exports and 85% of SMEs are in this sector (Khan & Khalique, 2014). 
Although there are many SMEs in the manufacturing sector, however, it only 
contributed 25 percent of the total exports, which is alarming for the suitability of 
SMEs. Filatotchev, Liu, Buck, and Wright (2009) argued that exporting activities 
enhance organisational capabilities which, in tum, generates additional resources that 
boosts a firm 's survival and performance. 
Some researchers and policymakers have identified the causes of this problem which 
have negatively impacted on the performance and success of SMEs in the domestic 
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and international markets. According to them, SMEs in Pakistan are facing many 
challenges such as shortage of skilled labour, lack of finance, bribery, corruption, lack 
of knowledge, government interference, low quality of raw material, lack of 
entrepreneurial skills, lack of training programs (Zafar & Mustafa, 2017), political 
instability, and energy crises (Khalique et al., 2011). Similarly, Lopez-Calix and 
Touqeer (20 13) also posited that SMEs non-competitiveness is as a result of low 
productivity, weak positioning in the international market, low product differentiation 
and innovation, little or no international experience, poor technology, lack of 
management skills, language barriers, cultural barriers and size of the firm. Mubarik, 
Govindaraju, and Devadason (2016) stated that 95 percent of SMEs in Pakistan closed 
their businesses in their first year due to the reasons mentioned above, which means 
that the SMEs sector is recording high death rates. These fundamental problems can 
be the causes of SMEs low export performance (Zafar & Mustafa, 2017). 
Additionally, some of the scholars stated that factors such as lack of entrepreneurial 
orientation (EO), deficiency of market orientation (MO), and lack of business 
networks (BNO) are the primary causes of the decline in exports of SMEs (Asad, 
Sharif, Mohd, & Alekam, 2016). Haroon and Shariff (2016) asserted that SMEs in 
Pakis tan in sectors such as the leather industry, sports, surgical goods, cutlery, 
furniture and ceramics industries had not yielded their full potential in the local and 
international markets due to insufficient attention to EO and TQM. According to 
Saeed and Hasnu (2011), SMEs in Pakistan have a medium level of TQM 
implementation. Meanwhile, Latif, Fiaz, and Shoaib (2014) claimed that a lack of 
quality standards is one of the significant causes of the reduction in exports. 
Moreover, the relationship between business networking and export performance is 
under-researched, too (Kenny & Fahy, 2011 b ). Some researchers conducted their 
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studies on the mam factors linked to the reduction in exports such as EO, MO 
(Hussain, Rahman, & Shah, 2016); TQM (Hassan, Hassan, Sbaukat, & Nawaz, 2013; 
Mahmood, Qureshi, & Nisar, 2014); BN (Rehman, 2016) in the context of Pakistan. 
Therefore, they suggested that the government and policymakers should consider the 
factors mentioned above during the decision-making process on SMEs' performance 
(Lahore Chamber of Commerce & Industry, 2017). Generally, export performance is 
dependent on firms' resources and capabilities (Katsikeas, Leonidou, & Morgan, 
2000). A lack of resources and capabilities such as the lack of entrepreneurial skills, 
quality management, weak business networking with stakeholders, as well as the lack 
of export market orientation may affect firms' viability and hinder their export 
performance (Arteaga-Ortiz & Fernandez-Ortiz, 2010). 
1.2 Problem statement 
The core concern of this study is SMEs' export performance. Different authors have 
highlighted various strategjc contributing factors towards SMEs' export performance. 
More specifically, according to past literature, entrepreneurial orientation (Astini & 
Tafiprios, 201 7; Monteiro, Soares, & Rua, 2017b ); business network (F aroque, 
Morrish, & Ferdous, 2017; Manzanares, 20 17); total quality management (Abeykoon 
& de-Alwis, 2016; Radzi, Junoh, Hussain, Abid, & Aziz, 20 15) and export market 
orientation (Singh, Saufi, & Hassan, 2017; Wang, Chen, Wang, & Li, 2017) are 
regarded as predictors of SMEs' export performance. 
However, a comparison of the small and medium enterprises in the available literature 
suggests that most of these researches focused on large firms which are well 
developed, rich in resources and effectively handle export activities. This situation 
warrants a critical need to confirm the determinants of SMEs' export performance, 
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because SMEs are the major contributors to a country's economic development, 
particularly in Pakistan, where there is a record of a low SMEs ' export perfonnance. 
According to the Pakistan Bureau of Statistics (2016), SMEs exports in the 
manufacturing sector have been declining in recent years. For instance, in FY 20 14, 
expo1ts were recorded at US$2 l.21 billion, while in FY 20 15, it dropped to US$ 
19.55 billion, and in FY 2016, it further dropped to US$ 17.32, which is the lowest in 
the history of Pakistan. 
Furthermore, according to a report from the Lahore Chamber of Commerce and 
Industry (LCCI), the manufacturing sector's growth has also decreased from 5.6 
percent to 5.0 percent, and this has further affected the performance of SMEs and 
export-oriented manufacturing sub-sectors such as sports goods, surgical equipment, 
apparel, cutlery and furniture industry (Lahore Chamber of Commerce & Industry, 
2017). The decline in exports causes trade deficits, and the failure to fulfil trade 
quotas has become a burden on the economy (Hamza, 2016; Munir, 2016). This is the 
alarming situation, and it has resulted in unemployment, a lower per capita income, an 
increase in SMEs folding up rate, and ultimately low contribution of SMEs to the 
GDP of Pakistan. 
Given the export performance of SMEs in Pakistan, it is surprising that researchers 
did not consider it critical to investigate the neglected facets of export performance. 
Only a few stud ies recommended some factors which would possibly result in a better 
export performance of SMEs even though the factors so considered for a better export 
performance of SMEs lack empirical evidence to support the claim of better export 
performance. However, there is a need to explore the antecedents of export 
performance, especially in the manufacturing sector because it accounts for 80 percent 
of Pakistan's exports (Khalique, Bontis, Nassir, & Hassan, 20 15). This view is 
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supported by Beleska-Spasova, Glaister, and Stride (2012) and they assert that the 
resource-based view (RBV) theory can be used to explain the abilities of the SMEs to 
overcome their deficiencies in export performance. Resource-based scholars stated 
that intangible resources are more likely to produce a competitive advantage than 
tangible resources, as they are often rare and socially complex, thereby making them 
difficult to imitate (Hsu & Ziedonis, 2013). Moreover, a meta-analysis of export 
studies by Chen, Sousa, and He (2016); ipek (2017) found that organisational 
resources and capabilities became a primary research interest due to their significant 
role in finns' export performance. Consequently, strengthening the firm's resources 
and capabilities are crucial for better export performance. Therefore, firms should 
wisely select the best factors that have a significant impact on their export 
performance. Thus, this study seeks to identify the critical antecedents of SMEs ' 
export performance, and also empirically provide insights into their positive effects. 
According to Asad et al. (2016), Pakistan's SMEs evinced the lack of entrepreneurial 
orientation (EO), and lack of business networking (BN). These deficiencies of factors 
can be the primary causes of the declining trend of exports from Pakistan's SMEs. In 
truth, most of the previous studies have shown that EO determines the SMEs' export 
performance (Astini & Tafiprios, 2017;Hemandez-Perlines, 2018; Ribau, Moreira, & 
Raposo, 20 I 7). According to Khalid and Bhatti (2015), EO focuses on managerial 
attitude towards opportunities in extemal markets. EO is recognised as the 
opportunity-seeking behaviour of the fmn which becomes a critical resource for a 
firm 's competitiveness regarding opportunities. (Alvarez & Busenitz, 2001). On BN, 
several studies have investigated the relationship between BN and SMEs' export 
performance (Ajayi, 2016; Faroque et al., 2017; Surin, Edward, Russin, & Wahab, 
2017). Typically, SMEs rely heavily on their network of relationships as they try to 
internationalise their business (Musteen, Datta, & Butts, 2014). BN is considered a 
critical resource for international activities in small and medium firms. Furthermore, it 
calls for more research into the impact of formal (business) networks on SMEs' 
export performance (Paul et al., 2017). Based on these statements, it shows that it is 
important to focus on the influence ofEO and BN on SME's export performance. 
Moreover, total quality management (TQM) is also considered an influential factor in 
SMEs' export performance (Radzi et al., 2015). Other than that, Latif et al. (2014) in 
their study in Pakistan also stated that the lack of TQM might also be the reason for 
the significant reduction in SMEs' exports. Majwndar and Manohar (2016) also 
stressed that SMEs in the manufacturing sector are hesitant in adopting TQM best 
practices notwithstanding that SMEs are the backbone of the country's economy. 
Although it is important to study the impact of TQM on export performance, Chen et 
al. (2016); ipek (2017) however, found limited literature on the relationship between 
TQM and SMEs' export performance; therefore, they called for detailed empirical 
research between TQM and firms' export performance. Based on the important but 
scarce literature on the effects of TQM on SME's export performance, the present 
study also considered TQM as the significant potential antecedent of SME's export 
performance. Therefore, a thorough review of the literature on SME's export 
performance causes this study to consider EO, BN, and TQM as useful indicators of 
SME' s export performance. 
Generally, previous studies have investigated the relationship of these three factors 
(EO, BN, and TQM) with a firm's performance individually in a s ingle model, and 
some scholars have investigated the combined effect of a few factors on export 
performance. For instance, EO (Fernandez-Mesa & Alegre, 2015; Nuseir, 2016); EO 
and market orientation (Boso, Oghazi, Cadogan, & Story, 2016; Cadogan, Boso, 
11 
Story, & Adeola, 2016; Celec, Globocni.k, & Kruse, 2014; Mutlu & Aksoy, 2014); EO 
and BN (Ajayi, 2016; Felzensztein, Ciravegoa, Robson, & Amoros, 2015); EO, MO 
and LO (Feder, 2015); TQM (Radzi et al., 2015); BN (Babakus, Yavas, & Haahti, 
2006; Jin & Jung, 20 J 6; Papastamatelou, Busch, Otken, Okan, & Gassemi, 2016; 
Serrano, Acero, & Fernandez-Olmos, 2016; Torrens, Amal, & Tontini, 2014); BN and 
MO (Luczak, Mohan-Neill, & Hills, 2010; Yan, He, & Cheng, 2016), TQM and MO 
(Abdollahi, Razm, & Tan, 2014; Jabeen & Mahmood, 2015). In conclusion, little 
attention has been direct at investigating the combined effect of EO, BN, and TQM on 
SME's export performance in one framework, especially in the context of Pakistan. 
Thus, most researchers have investigated the influence of these predictors separately. 
Furthermore, this supports the underpinning theory of resource-based view (RBV) 
which asserts that bundles of resources should be used for sustainable competitive 
advantage (Penrose, 2009), which, in tum, leads to higher export performance. On 
this premise, this study will be conducted to investigate the combined effects of EO, 
BN, and TQM on SME's expo,t performance in Pakistan. 
Additionally, previous studies have reported inconsistent results, and this led the 
present study to add the mediating variable to improve the effect of export 
performance. For instance, some of the studies found a positive relationship between 
EO and SME's export performance (Ajayi, 2016; Boso, Oghazi, et al., 2016; Cadogan 
et al., 2016) while other studies found an insignificant relationship between both 
(Feder, 2015; Felzeosztein et al., 2015; Mutlu & Aksoy, 2014). In respect of TQM, 
there are limited studies on TQM and S:ME's export performance relationship in the 
context of the international market (ipek, 2017). However, a few researchers have 
found a significant correlation between TQM and SMEs' export perfonnance 
(Abeykoon & de-Alwis, 2016; Lages, Silva, & Styles, 2009; Masakure, Henson, & 
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Cranfield, 2009; Radzi et al., 2015). Regarding the relationship between BN and 
export performance, few researchers found positive associations between the variables 
(Idris & Saridakis, 2017; Jin & Jung, 2016; Serrano et al., 2016; Stoian, Rialp, & 
Dimitratos, 2017; Torrens et al., 2014; Yan et al., 2016), while some of studies found 
an insignificant relationship (Babakus et al., 2006; Hughes, Cesinger, Cheng, 
Schuessler, & Kraus, 2017; Kenny & Fahy, 2011a, 2011 b; Papastamatelou et al., 
2016). These inconsistent findings of past studies have somewhat suggested the 
inconclusiveness of some mediating construct in the conjectured relationship. 
Having in mind the need for a mediating construct to observe the positive influence of 
between EO, BN, TQM on SMEs' export performance, the export market orientation 
(EMO) as a dynamic capability, can be considered as mediating variable towards 
enhancing the relationship between EO, BN, TQM and SME's export performance 
(Amin, Thurasamy, Aldakhil, & Kaswuri, 2016; Chuang, 2016; Lin, Huang, & Peng, 
2014; Siddique et al., 2016; Wang et al., 2013). Due to the uncertain market 
environment specifically for SMEs in the manufacturing sector, firms should learn 
and adapt themselves to the dynamics of the business environment. Dynamic 
behaviour means the volume to build and reconfigure the capabilities to reply to the 
changes in the business environments (Teece, Pisano, & Shuen, 1997). According to 
Dynamic Capability View theory (DCV), export market orientation (EMO) is 
considered as a dynamic capability which can determine the markets ' opportunity and 
threats. In a dynamic business context, EMO does not only create the competitive 
advantage for the firms but also sustains the competitive advantage for a maximum 
time. Therefore, this current study intends to examine the mediating role of EMO in 
the context of SMEs' export performance in Pakistan. 
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Furthermore, Alotaibi and Zhang (2016); Pascucci, Bartoloni, and Gregori (2016); 
Singh et al. (2017) revealed the positive influence of EMO on SME's export 
perfonnance. More importantly, a few researchers who investigated the influence of 
EO, TQM, and BN on export market orientation (EMO), found a significant 
relationship between EO and EMO (Gonzalez-Benito, Gonzalez-Benito, & Munoz-
Gall ego, 2009; Keh, Nguyen, & Ng, 2007; Osman, Ahmad, Rashid, & Hussain, 
2011); TQM and EMO (Miguel, Heras-Saizarbitoria, & Tari, 2016; Samat, Ramayah, 
& Saad, 2006; Wang, Chen, & Chen, 2012); BN and EMO (Chang & Fang, 2015; 
Thornton, Henneberg, & Naude, 2015). According to Amin et al. (2016); Chang and 
Fang (2015); Jin and Jung (2016); Miguel et al. (2016); Wang et al. (2012), EMO 
depends on firms' relationships, product innovation, product and service quality, firm 
management and employee commitment, and coordination among departments. 
Considering the relationships of EO, TQM and BN with EMO, it is a warranty that 
EMO may act as a mediating factor between these three predictors of SMEs' export 
performance. 
Previous studies have also suggested that EMO should be investigated as a mediating 
variable among other antecedents of export performance for more reliable results 
because SMEs' export performance is dependent on the successful implementation of 
export market orientation (Feder, 2015; Mutlu & Aksoy, 2014). Chen et al. (2016) 
also argued that EMO is a critical internal mediator that bridges the gap in the 
relationship between the internal and external factors of export performance. 
Similarly, Munizu (2013); Shahid, Qadeer, and Ahmed (2015) suggested that market 
orientation should be investigated as a mediator for a better understanding of the 
relationship between TQM and firm performance. Consequently, based on these 
researches, export market orientation is believed to be one of the mechanisms through 
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which the EO, BN, and TQM influence SMEs' export performance, and that would be 
confinned in this study. Also, given that there is a limited study on the inter-
relationship of these factors in the international market, the direct relationship 
between EO, BN, TQM and EMO will also be reviewed in this study. 
Concerning the context of this study, Chen et al. (2016) and Paul et al. (2017) 
reviewed past empirical studies relating to export perfonnance. They found that 
developed countries received more research attention in the literature compared to 
developing countries including Pakistan. Chen et al. (2016) reviewed 124 previous 
studies, but none of them focused on Pakistan's SMEs' export performance. Likewise, 
ipek (2017) stated that the majority of research examining export performance has 
focused on developed countries, while the literature on developing countries is scant. 
Chen et al. (2016); ipek (2017) and Paul et al. (2017), opined that most of the 
researchers had focused on large finns, and only few studies made observations in 
the context of SMEs. Therefore, keeping in view the declining SME's export 
performance in Pakistan, this study aims at offering unique perspectives on the 
relationships between EO, BN, TQM and the mediating role of EMO on the possible 
antecedents of SME's export performance. Considering the literature discussed in this 
section, in specific, the goal of the present study is to answer the following research 
questions: 
1.3 Research questions 
In this study, researcher will try to answer the following questions: 
I. Do EO, BN, TQM influence the export performance of manufacturing SMEs 
in Pakistan? 
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2. Do EO, BN, TQM influence the export market orientation (EMO) of 
manufacturing SMEs in Pakistan? 
3. Does EMO influence the export performance of manufacturing SMEs in 
Pakistan? 
4. Does EMO mediate between EO, BN, TQM and export performance of 
manufacturing SMEs in Pakistan? 
1.4 Research objectives 
In this study, researcher will try to fulfil the following objectives: 
I. To investigate the influence of EO, BN, TQM on export perfonnance of 
manufacturing SMEs in Pakistan. 
2. To investigate the influence of EO, BN, TQM on export market orientation 
(EMO) of manufacturing SMEs in Pakistan 
3. To investigate the influence of EMO on export performance of manufacturing 
Sf\.ffis in Pakistan. 
4. To investigate the mediating role of EMO between EO, BN, TQM and export 
performance of manufacturing SMEs in Pakistan. 
1.5 Significance of the study 
With regard to the theoretical aspect, this study presents an integrated 
multidimensional framework by integrating distinct literature streams pertaining to 
resources-based view theory and the dynamic capability theory through probing the 
relationship between intangible resources such as EO, BN, TQM, dynamic capability 
such as EMO, and their combined effect on export growth and performance of 
manufacturing Sf\.ffis in Pakistan. Previously, the intangible resources factors were 
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studied separately by scholars; the present study attempts to merge all these factors 
into one model as to see their combined effect on the output measure (that is, export 
performance). 
Practically, this study significantly contributes to the existing body of knowledge in 
addressing SMEs issues regarding their participation in the exports of Pakistan. Also, 
study carried out a review of previous literature on SMEs' export performance in 
developed countries, such as the United States of America (USA), the EU, and 
Australian. Researches in the context of Asian countries are minimal. More 
specifically, to the best of the author's knowledge, no study was found in the context 
of South Asia, especially Pakistan (Chen et al. , 2016; ipek, 2017). Furthermore, most 
of the studies were conducted in large firms, only a few studies were conducted in the 
context of SMEs. Also, to the best of the author's knowledge, this is the first study 
carried out in the context of Pakistan concerning SMEs' export performance. 
Consequently, by carrying out this study in Pakistan, it is expected that it will improve 
the understanding of the export performance of SMEs in South Asia and other 
developing countries. Finally, many of the previous studies focused on all the 
economic sectors of Pakistan, whereas this present study covers the entire 
manufacturing sector of Pakistan. 
It is anticipated that this study would be regarded as among the very few pioneer 
studies that examined the combined effect of EO, BN, and TQM on SME's export 
performance in the manufacturing sector of Pakistan. Furthermore, this study also 
contributes to the literature by investigating the combined effect of intangible 
resources (that is EO, BN, and TQM) and the implementation of the dynamic 
capability (that is, EMO in this study). It is noteworthy that very few studies 
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examined the mediating role of export market orientation (EMO) as the dynamic 
capability between firms' intangible resources and firms' export performance. In 
short, this study contributes to the existing literature by analysing the mediating role 
of EMO between EO, BN, TQM, and SME's export performance. Furthermore, the 
approach of linking RBV with DCV is unique in the current literature. 
Consequently, the outcome of this study is expected to serve or guide the 
owners/managers of SMEs on the significance and development of intangible 
resources and capabilities towards achieving higher SMEs' export perfonnance and 
sustaining their competitive advantage. Realising the need to emphasise on the growth 
and development of SMEs, th.is study would contribute to managerial implications and 
encourage the managers/owners of SMEs to implement EO, BN, TQM, and EMO to 
create competitiveness and higher export performance in the face of intense competition 
from their regional counterparts. Therefore, the findings of this study would be of 
significant benefit to policymakers and practitioners such as the Small and Medium 
Enterprise Development Authority (SMEDA) and the Trade Development Authority of 
Pakistan (TDAP) in designing different policies and future programmes to improve 
SMEs' export perfonnance. 
Additionally, the findings of this study would motivate the export-oriented SMEs to 
focus on and sharpen their entrepreneurial oriented behaviour which can foster 
creativity, make them receptive to positive changes, and seek for new ways to better 
their competitive position. Another benefit this study will yield is to make 
owners/managers of SMEs to update their knowledge of changes in the international 
export markets and update their resources and capabilities in line with these changes. 
In other words, the success of SMEs depends on their owners'/managers' ability to 
discover the changes in the international export markets. The implication of this is 
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that they should update their knowledge base to be able to assess international market 
risks, opportunities and alignment of specialized resources according to the 
international markets' needs. Besides this point, the government of developing 
countries including Pakistan and trade organisations such as the Pakistan Trade 
Development Authority (TDAP) will have to hold different workshops targeted at 
finns with different characteristics and help them build capabilities to overcome the 
shortage of resources. Moreover, dynamic capabilities such as EMO can provide the 
export market with information generation leads, dissemination, and responsiveness, 
and this would make SMEs more vigilant to observe changes in customers' wants and 
needs. Another thing, this study can be viewed as advising exporting Srvffis to invest 
in intangible resources and capabilities development as well as understanding thefr 
role in the international market and to maximize their market capabilities by targeting 
potential customers and consequently achieve a higher SMEs' export performance. 
Concerning methodological contribution, the present study is the pioneer study to 
employ the PLS-SEM advance analysis and technique. In the PLS-SEM analysis and 
technique the constructs used for EO, TQM, BN, EMO in this study are of a 
reflective-formative nature with second-order type-II (Becker et al., 2012) which is 
very rare in export related studies. Furthermore, the current study will employ the 
two-stage approach rather than the repeated indicators approach to validate the 
measurement and structural model. Again, this is very limited in export-related 
studies as well. Also, the study will carry out a CTA-PLS analysis (Gudergan et al., 
2008) to identify the construct operationalisation to show that constructs are reflective 
or formative - this type of analysis is very limited in the social sciences. Additionally, 
the present study will employ the latest mediation type criteria (Nitz! et al., 2016; 
Zhao et al., 2010) to identify the mediation type. 
19 
1.6 Scope of the study 
The current study examines the relationship between five constructs namely; 
entrepreneurial orientation, business network, total quality management, export 
market orientation and SMEs' export performance in the manufacturing sector of 
Pakistan. 
Additionally, industrial cities involved in this present study are Karachi, Lahore, 
Faisalabad, Sialkot, Gujrat, Gujranwala, Wazirabad and Kasur. These cities were 
selected because of their high export-oriented manufacturing SMEs. Furthermore, the 
current study focuses on ten-sub manufacturing SMEs export-oriented sectors namely, 
textile, surgical, sports goods, leather, pharmaceutical, jam and jewelry, automobile, 
cutlery, electronics & electrical and furniture. This study covers all of Pakistan's 
manufacturing export-oriented registered SMEs. A total of 6994 expo1t-oriented 
manufacturing SMEs was identified using a list from Trade Development Authority 
of Pakistan (TDAP)'s exporter directory. 
Furthermore, the current study is underpinned by the resource base view (RBV) 
theory and the dynamic capability view (DCV) theory. 
1. 7 Definitions of the terms 
This section gives a btief explanation of the meaning of terms and variables that are 
used in a specific manner in this study. 
Small and Medium Enterprises (SMEs): SMEs - those enterprises whose annual 
sale turnover not more than two hundred and fifty million PKR and which has a staff 
strength of less than two hundred fifty employees (Small and Medium Enterprises 
Development Authority, 2016a). 
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Export Performance (EP): Export performance is a firm's ability to achieve and 
accomplish its objectives by using the firm 's resources and capabilities (Katsikeas et 
al., 2000). 
Entrepreneurial Orientation(EO): EO is the tendency and the willingness to 
innovate, try to take risks to develop new products, services, markets, and act more 
proactively by exploring new opportunities and successfully compete with 
competitors (Covin & Slevin, 1989). 
Business Network (BN): BN refers to the close and long-lasting relationships with a 
firm has with its critical stakeholders such as suppliers, customer, trade unions, 
competitors, government institutions and the gaining of access to resources held by 
stakeholders (Axelsson & Easton, 2016). 
Total Quality Management (TQM): TQM is a holistic management approach which 
aims to bring continuous improvement in all functions, with the participation of all 
employees under the leadership of the top management staff of an organisation to 
generate and provide products and services according to the needs and demands of 
customer's better than their competitors (Demirbag et al., 2006). 
Export Market Orientation (EMO): Market orientation concerns the way and 
manner a firm generates the present and future information about its customers and 
competitors and disseminates this information to its departments and finally responds 
to this information in the manner that would satisfy the needs and wants of its 
customers better than its competitors. The application/practice of market orientation 
in the international market or across an international border is regarded as export 
market orientation (Cadogan et al. , 2002). 
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1.8 Organisation of thesis 
This thesis is structured into six chapters. Chapter One (Introduction) explained the 
problem and provided insight into the background of the study, the problem statement 
and research questions, research objectives, and the scope and significance of the 
study. Chapter Two (Small and medium enterprises in Pakistan) discuss the status of 
SMEs and existing issues and solutions related to SMEs of Pakistan. Chapter Three 
(Literature review and hypothesis development) shall explain the review of existing 
literature relating to EO, BN, TQM, and export performance of SMEs. It also 
provides the conceptual model for this study and shall demonstrate the relationship 
between EO, BN, and TQM with export performance of SMEs. This chapter also 
explains the influence of the EO, BN and TQM (independent variables), and EMO 
(mediating variable) on export performance of SMEs (dependent variable). Chapter 
Four (Research methodology) discusses the theoretical framework, data collection 
procedures, research instruments and measurement, population, sample, sampling 
technique, and data analysis techniques. Chapter Five (Data analysis and findings) 
shall present the findings of the research while Chapter Six (Discussion and 
conclusion) shall provide the final remarks about the study, its conclusion, and 
recommendations for future research. 
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CHAPTERTWO 
SMALL AND MEDIUM ENTERPRISES IN PAKISTAN 
2.1 Intrnduction 
This chapter provides a brief overview of SMEs worldwide and especially in context 
of Pakistan, where's focusing on their potential role in the economic progress of the 
country. This section covers the SME sector especially its importance and 
contribution of to the world economy and particularly to the economy of Pakistan. 
Furthermore, discuss the significant issues, challenges and problems related to SMEs' 
export performance. 
2.2 General overview of Pakistan economy 
The purpose of this section is to discuss the brief and concise summary of SME sector 
in order to get a better understanding of the situation and issues associated with SMEs 
in Pakistan. Pakistan remained a fast-growing economy in comparison to other 
developing countries but has lagged far behind from emerging economies of Asia 
such as China, India, Malaysia, Thailand, and Taiwan. In the last decade, Pakistan 
suffered a decline in economic growth rate due to poor governance, terrorism, 
corruption, unfavourable external environment coupled with the global financial crisis 
(Central Intelligence Agency, 2016). 
Pakistan is blessed with the considerable amount of natural resources, encouraging 
climatic conditions, and abundant human capital enriched with diverse skills (Central 
Intelligence Agency, 2016). Unfortunately, these resources have not been properly 
used to develop the country's economy so far, and many people do not even earn a 
respectable living. In the era of 90's, Pakistan's economic growth was progressing, 
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and it was counted among the top three developing nations of the world, the other two 
countries were China and India. But now, it has declined. Pakistan's GDP growth was 
calculated as 4. 7 percent in 2016 which is lower in comparison to 1990, 5 .1 percent 
(Ministry of Finance, 2016). 
Pakistan's economy is based on three mam sectors namely; agriculture, 
manufacturing and the services sector. However, the current study main object is to 
discuss the manufacturing sector which is more SMEs export-oriented sector among 
other two sectors. The further detail of manufacturing sector as under. 
2.2.1 Manufacturing sector of Pakistan 
The manufacturing sector of any country carries vital importance. The manufacturing 
sector is of foremost importance as it is the second-largest sector of the economy and 
it plays a crucial role in the progress and development of a country. Pakistan's 
economy can be characterised as semi-industrialised. The manufacturing sector of 
Pakistan contributes 13.6 percent to its GDP, 15.3 percent labour force of Pakistan is 
being employed in all the largest industries such as cement, textiles, fertilisers, 
chemicals, sugar, food processing, construction materials, tobacco, pharmaceuticals, 
steel, edible oil, shrimp and machinery (Pakistan Bureau of Statistics, 2016). 
As far as the perfonnance of manufacturing sector is concerned, large-scale 
manufacturers improved their performance from 3.29 percent to 4.61 percent and the 
productivity of small-scale manufacturers goes below expectation from 8.22 percent 
to 6.20 percent. Furthermore, manufacturing sector contributes 80 percent in total 
exports of Pakistan. The exports of manufacturing sector can be divided into three 
sub-sectors on the basis on type of commodity such as textile, petroleum and other 
manufacturing. The export performance of sector was recorded which was US$ 21.21 
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billion, US$ 19.55 bilJion, US$ 17.32 billion in FY14, FY15 and FY 16 respectively, 
which shows a decline of 16.4 from FY14 to FY16, respectively ( Pakistan Bureau of 
Statistics, 2016). Moreover, in the manufacturing sector, small and medium business 
(SMEs) contribution is very small as compared to large firms and recorded a sharp 
decline in the export contribution than large finn ( Pakistan Bureau of Statistics, 
2016). Small and medium enterprise sector which is an export-oriented sector that 
includes textile, sports goods, surgical and medical equipment, leather products, 
carpets, wood goods, and engineering goods. 
2.3 Small and medium enterprises (SMEs) definitions 
The term SME generally stands for small and medium-sized enterprises but there is 
no agreement on a single definition of SME and due to this complication. Depending 
on their contribution to the economic development as well as their existing social 
conditions, minor differences exist regarding the definition of SMEs between 
countries and even within the same country between different sectors and 
governmental agencies (Yusof & Aspinwall, 2000). SMEs has a contradiction in the 
definition with respect to countries, for examples some of countries define SMEs as 
fol lows. The definition followed by multilateral institut ions i.e. the Multilateral 
investment fund (MIF), the World Bank, the African Development Bank (AFDB), 
Inter-American Development Bank (IADB) and United Nations Development 
Program (UNDP) (Gibson & Van der Vaart, 2008). 
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Table 2. 1 
SME definition used by multilateral i11slitutio11s 
Organisations Maximum number of Maximum Revenues from 
Employees Turnover (Million USO) 
World Bank 300 15 
MIF-IADB 100 03 
AFDB 50 (none) 
ADB No official definition 
UNDP 200 (none) 
Source: Gibson and Yan der Vaart (2008) 
Furthermore, different perspectives have been used to define the SMEs. According to 
the World Bank (2016), SMEs are defined based on the size of the firm in terms of the 
total assets or a total number of employees. Similarly, according to the European 
Union (EU), SMEs are enterprise having 10 to 250 employees, and €10 to 50 million 
($13.1 million to $65.7 million) sales turnover or €10 to €43 million wo1th of assets 
(Muller et al., 2015). 
Table 2.2 
EU SM Es definitions with respect to the number of employees and annual turnover 
Enterprise category Number of Employees Annual turnover 
Medium Enterprise Not more than 250 Less than or equal EUR SO Million 
(50 to 250) 
Small Enterprise Not more than 50 Less than or equal EUR IO Million 
( !Oto SO) 
Source: European Commission (201 5) 
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Moreover, in developing countries, especially in Asian countries, such as Taiwan, any 
firm getting government support even though it does not actually fulfil the general 
criteria may still be considered as S:ME (Rujirawanich, Addison, & Smallman, 2011). 
While in mainland China, Township SMEs vary on industry type (Berrell, Singh, 
Garg, & Deshmukh, 2009). 
Table 2.3 
SMEs definitions of APEC countries 
Country Sector Employment Other measures 
Australia Manufacturing Less than I 00 
Service Less than 20 
Canada Manufacturing Less than 500 
Service Less than 50 
In Pakistan, different organizations have given different definitions of SMEs. But 
SMEs are normally defined globally based on three characteristics, namely: 
a. number of employees 
b. Paid up capital 
c. Annual sales turnover 
In the beginning, the term Small Scale Industries (SSI) was used as a subset of the 
SME sector. The Government of Pakistan devised and adopted a single SME 
definition that is acknowledged by all public and private organisations. 
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Table 2.4 
SME definition by SMEDA and SBP 
Number of Annual sales 
Departments Enterprise category 
Employees turnover 
51 to 250 (Service + 
Manufacturing) 
PKR ISO to 800 
Medium Enterprise 
million 
SBP SJ to I 00 (Trading) 
PKR 25 to ISO 
Small Enterprise 20 to 50 (For all SEs) 
mil li on 
Up 10 PKR 250 
Medium Enterprise 36 to 250 
SMEDA million 
Small Enterprise Less than SO n/a 
China Varies with industry Less than I 00 
Indonesia Less th an I 00 
¥100 million 
Manufacturing Less than 300 
Assets 
Japan 
Wholesale Less than 100 ¥30 million Assets 
Retailing-Service Less than 50 ¥10 million Assets 
Manufacturing Less than 300 
South Korea 
Services Less than 30 
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Table 2.4 (Continues) 
Number of Annual sales 
Departments Enterprise category 
Employees turnover 
Less than RM 2.5 
Malaysia Varies Less than 75 
Million 
Philippines Less than 200 
Less than S$ 12 
Manufacroring million Fixed 
Singapore 
Assets 
Service Less than I 00 
USA Less than 500 
Source: DAWN (2016); Small and Medium Enterprises Development Authority (2016a) 
2.4 Importance of SMEs in Worldwide 
In this modem world, small and medium enterprises (SMEs) are considered as the 
backbone of the country's economy in developed and developing countries (Raju & 
Rajan, 2015; Soornro & Aziz, 2015; Varum & Rocha, 2013). In this view, small and 
medium enterprises occupy a large business portion in all developed and developing 
countries. However, SMEs require further development in developing countries 
because countries' economic development are not built on the shoulders of large 
multinational enterprises (Hussain, Si, Xie, & Wang, 2010). Regarding the SMEs 
growth, countries use all the tangible (Building, financial, structural) as well as 
intangible (management, employee skill, quality) resources. In Asia-pacific region, 
some of the countries, such as Australia, Canada, Japan, Singapore, Taiwan, South 
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Korea, Thailand, Malaysia, Philippines, and China developed policies for the 
development of SMEs (Abdullah, 2000). 
SMEs are making crucial contribution to job creation and income generation, their 
contribution in Worldwide GDP is around 60 to 70%, 67% in employment and 35% 
in manufacturing exports Worldwide (Bijaoui, 2017). Furthermore, according to the 
Mckinsey and International Finance Corporation (2010) survey, the total numbers of 
the SMEs worldwide are between 420 and 510 million, and 360 to 440 million are in 
developing countries (North & Varvakis, 2016). Furthermore, European Commission 
has published the annual report (2013) about SMEs growth, which states that 21.6 
million SMEs employed 88.8 million people and generated 666 trillion Euros value 
addition (Muller et al., 2015). Moreover, SMEs success is tied with microeconomic 
development, therefore, SMEs try to fulfil the local demand in addition to approach 
the international market. According Bijaoui (2017) stated that new small and medium 
business (2-9%) grow above IO employees, but they make a substantial contribution 
to job creation, ranging from 19% to 54%. 
However, after the discussion of SMEs importance in Worldwide, moves to discuss 
the study main concern is to discuss the contribution of SMEs in economic 
development in the context of Asia and specifically Pakistan. As identified by Advani 
(1997), SME business is better than large business probably because of small and 
medium-level business are less risky than large business. Moreover, small businesses 
are flexible in structure, lower in the capital with job creation and have edge over the 
large firm. In observance with the above argument, Muhammad, Char, Yasoa, and 
Hassan (2010) maintained that small and medium enterprises play a vital role in the 
country's economic development and most of the countries such as Malaysia, South 
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Korea, Thailand and Taiwan have developed the economies through SMEs. The 
SMEs contribution in global can be seen in Table 2.5. 
Table 2.5 
Contrib111ion of SM Es to the national economies of different countries 
Country SMEs as percent of all SME employees as percent of 
enterprises total employee's population 
Tha iland 97.2 810 
China 97.3 64.7 
Korea 99.9 89.9 
Malaysia 97.3 57.5 
Indonesia 99.9 97.0 
Vietnam 97.7 46.8 
Source: Shinozaki et al. (2014) 
Furthermore, small and medium enterprises are small in size, but when they are 
combined together, they become a strong component of nation's business community 
(Lucky, 2012). Small and medium enterprise development and interest have increased 
across the world (Ayyagari & Beck, 2003). In line to the above discussion, it is argued 
that developing and developed economies such as South Korea, Japan, Singapore, 
Taiwan have benefited immensely from SMEs contributions (Analoui & Karami, 
2003). 
2.5 Contribution of SMEs in Pakistan economy 
Pakistan is a developing country. In Pakistan, SMEs constitute nearly 90 percent of 
the enterprises in the country, employed 70 percent of total labour force and their 
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share in annual GDP is 30 percent (Yoshino & Wignaraja, 2015). The development of 
SMEs is of crucial importance for economic development and employment generation 
(Thaver & Alamgir, 2014). 
Moreover, in numbers, SMEs estimated 3.2 million, with 30 percent contribution to 
GDP and 25 percent contribution in total export of Pakistan (Yoshino & Wignaraja, 
2015). Pakistan SMEs spread all around the country. The share of Punjab is more than 
other provinces which is 65.4 percent, while the share of Baluchistan is smaller which 
is 2.3 percent. The share of Sindh and Khyber-Pakhtunkhwa is 18 percent and 14.3 
percent, respectively (Thaver & Alamgir, 2014). 
Thaver and Alamgir (2014) reported that wholesale, retail, restaurants and hotels 
represent 52.9 percent of the SME sector while agriculture, forestry, hunting, and 
fishing have a collective share of only 1.5 percent. The contribution of Pakistan's 
SME sector to GDP is higher than that of India with 17 percent and lower than that of 
China and Japan with 60 percent and 55 percent, respectively. However, SME sectors 
of Pakistan has 25 percent share in total export of Pakistan which is less than India, 
China and Japan with 40 percent, 68 percent and 38 percent, respectively. 
2.6 SMEs contribution in export 
According to world export data, the European Union (EU) SMEs are the world largest 
exporters of goods and save the large world exports . The contribution of European 
Union and United States SMEs in export are 81 percent and 98 percent, respectively, 
while their country wised details are presented in Table 2 .6. 
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Table 2.6 
Developed countries SMEs participation in exports 
Country Name SMEs participation in Country Name SMEs participation in 
Export(%) Export(%) 
Jtaly 90 Sweden 94 
France 94 Netherland 91 
United Kingdom 90 Portugal 94 
Poland 93 Austria 95 
Denmark 89 Hungry 92 
Lithuania 98 Finland 91 
Latvia 97 Romania 87 
Romania 87 Ireland 79 
Ireland 79 Slovakia 87 
Malta 91 Cyprus 73 
Greece 62 Belgium 69 
Germany 59 United States 98 
Source: Cemat, Ana, and Ana (20 I 4) and Firoozrnand et al. (20 I 5) 
However, 90 percent of world's SMEs are in Asia. They contribute only 30 percent in 
export, i.e. Malaysia 28 percent, Thailand 35 percent, Vietnam 17 percent, and 
Indonesia 9 percent. In east Asia, the export participation rate of Sl\ffis is 60 percent, 
while China's SMEs just contribute highest in Asia which is around 70 percent 
(Abonyi, 2015; Tambunan & Chandra, 2014). 
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In Pakistan's SMEs' export perfonnance are not different. SMEs sectors of Pakistan 
has 25 percent share in total export of Pakistan which is less than India 42.4 percent, 
China 41.5 percent, and Japan 38 percent (Shinozaki et al., 2014). However, 
Pakistan's manufacturing sector heavily depends on SMEs with 85 percent share, 
whereas only 25 percent SMEs can export their goods (Khan & Khalique, 2014). 
Moreover, SMEs have been facing several problems which main hurdles for SMEs 
development are including constraints of finance, lack of economies of scale, high 
production costs, and lack of managerial, marketing and technological skills. These 
problems severely affect SMEs' export performance. 
Furthermore, SMEs are divided in different clusters in Pakistan, such as the textile 
cluster around Faisalabad, the engineering, pharmaceutical, and textile clusters around 
Karachi, and the light engineering/sports goods cluster in the Sialkot, Gujrat, and 
Gujranwala triangle (Mahmud, Ahmed, Hamid, & Rahim, 2010). Pakistan has a little 
part of its expo1ts (only 2.6 percent) in the competitive quadrant and manufacturing 
exports are dominated by textiles with a share of 41.4 percent, whose world demand is 
falling. In contrast, Indian exports cany a greater variety of manufactured products, 
namely pharmaceuticals, chemicals, iron and steel and automotive parts, in the 
competitive quadrant (Lopez-Calix & Touqeer, 2013). The export performance of 
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Figure 2.1 
Pakistan last five years ' export performance graph 




However, Batool and Zulfiqar (2011) emphasised that the Government of Pakistan 
has stated SME sector as one of the major drivers for economic development and 
growth. In addition, they appraised that innovative, proactive, and flexible SMEs can 
generate employment, help to produce foreign exchange, improve the efficiency of 
the workforce, develop the business management skills, and distribute technological 
knowledge all over Pakistan. 
2.7 Structure of SMEs in Pakistan 
Small and medium enterprises are considered as the backbone of the economy of 
Pakistan. Recent statistics showed that approximately 3.2 million small and medium 
enterprises exist in Pakistan. SMEs in Pakistan are distributed into service, 
manufacturing and agriculture sectors, including 600,000 units in service, 400,000 
units in manufacturing and 1,000,000 units in trading (retailers) (GALLUP, 2004). 
They employ up to 90 percent of all private enterprises in the industrial sector and 
almost 78 percent of the non-agriculture labour force. Besides giving out 35 percent in 
manufacturing value-added products, their contribution is around 30 percent of the 
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GDP and contributes 25 percent share in the exports of manufactured products. Table 
2. 7 shows province wise distribution of SMEs in Pakistan. 
Table 2.7 
Province wise distribution of SMEs in Pa/dstan 
Name of Area SMEs Units 
Punjab 65.26% 
Sindh 17.82% 
Khyber Pakhtunkhwa 14.21 % 
Balochistan 2.71% 
Source: Small and Medium Enterprises Development Authority (20 16b) 
Following the growth in SMEs sector, Pakistan's economy is developing. The 
government should develop a concrete and practical solution to the problems faced by 
SME sector and it is crucial and necessary to implement a sound, comprehensive and 
consistent policy for this neglected sector. Small and medium enterprises are 
considered as the backbone and lifeline of the economy of a country. Despite many 
constraints in the development of SMEs, it is also a fact that for the last 65 years, 
SMEs are playing a key role in the economy of Pakistan. The table illustrates SME's 
share in sub-sectors. 
Table 2.8 
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Table 2.8 (Continues) 
Sr. No. Sub-Sector Percentage Share of SM Es 
4 Carpets 24 percent 
5 Art Silk 5 percent 
6 Grain Milling 8 percent 
7 Jewe!lery 6 percent 
8 Others textile 4 percent 
9 Others 7 percent 
Source: Zafar and Mustafa (2017) ; Small and Mediwn Enterprises Development Authority 
(2016b) 
2.8 Critical issues and challenges of SMEs sector in Pakistan 
While addressing the issues and challenges of SME sector in Pakistan, Mahmood et 
al. (2014) discussed the performance of SME sector and exposed that the dismal 
performance of an overwhelming percentage of SMEs also affect the performance of 
large firms. Moreover, business growth environment is very terrible and faces many 
challenges such as terrorism, energy crises, lack of finance, high anti-export bias, bad 
taxation system, bad governance, poor city services and slow productive 
diversification, poor law and order situation, and floods and rains disaster (Lopez-
Calix & Touqeer, 2013). 
In the context of Pakistan, SMEs face several challenges such as lack of intellectual 
capital and infrastructure, political instability, energy crises, and the threat of survival 
and lack of competitiveness capabilities (Khalique et al., 2011). Moreover, according 
to Raouf (1998), SMEs are experiencing rapidly changing environment, thus making 
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it essential for them to identify and apply latest technologies. A survey conduct by 
Gallup Pakistan, and SMEDA CEO, SMEs faces problems in Pakistan which include 
shortage of skilled labour, lack of finance, business location, bribery, corruption, 
marketing of products, lack of knowledge, government interference, low quality raw 
material, technological knowledge, lack of entrepreneurs, lack of training programs 
(GALLUP, 2004; Khan & Khalique, 2014; Thaver & Alamgir, 2014). 
In addition, structure position 1s seriously affecting the export perfonnance of 
Pakistan. According to the report of the World Bank (20 I 0), Pakistan is ranked 78 
among 183 countries on the ease of trading across borders. Normally in Pakistan, 
export through seas requires 22 days. A Pakistani exporter spends an average of 11 
days on paperwork, 3.5 days on inland transportation and handling, 3 days on customs 
clearance and 4 days on ports and terminal handling and pays the high taxes. These 
taxes are paid by the large firm very easily, but these are difficult for the small and 
medium firms. According to Jinjarak, Mutuc, and Wignaraja (2014), SMEs 
participation in export markets tend to gain more access to credit, potential scale 
economies, owner/manager education, production certification on export 
participation, managerial experience and loan value access to credit for SMEs. 
In the same line of argument, it was also pointed out that the dismal and discouraging 
performance of Pakistani SMEs has been one of the major causes for the dismal 
performance of the economy of the country. The performance of SMEs, being the 
main suppliers to most of the large firms, hold crucial importance in the overall 
performance of any economy. It can be very rightly said that there is a direct and 
significant association between the health of SMEs and the overall progress and 
growth of the economy of a country. 
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Therefore, it is necessary to examine the strategic resources that can be used for better 
performance of SMEs in a highly competitive environment. Because SMEs are 
considered as a driver of countries export growth in addition to generate the 
employment at a high scale and improve the innovation in the country (Amjad & 
Burki, 2015). 
2.9 Summary of chapter 
Small and medium enterprises are active m almost all the sectors of economy 
specially manufacturing sector such as textile, surgical, leather, sports, jams and 
jewlly, pharmaceutical, electrical & electronics, cutlery and furniture's. However, 
Pakistan is very prospective market for small and medium enterprises, but this sector 
is being neglected especially low participation in exports business. It is suggested that 
economy can progress and prosper if proper measures to support and develop the 
SMEs sector are undertaken in an organized and efficient way. However, in this 
chapter, researcher discussed the SMEs from the perspectives of their definitions, 
their contribution to the countries' economies, challenges and problems SMEs face 
and their contribution in the world. 
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CHAPTER TIIREE 
LITERATURE REVIEW & HYPOTHESIS DEVELOPMENT 
3.1 Introduction 
This chapter presents the literature review by identifying and reviewing the published 
work from secondary sources of information, particularly from journals containing 
previous studies on study constructs and related to SMEs' export performance. The 
constructs involved in the study are export performance, entrepreneurial orientation, 
total quality management, business networks and export market orientation. All the 
concepts and definitions of the constructs wi11 be provided and discussed. Hence, all 
possible relationships between the variables are explained. The theoretical framework 
is discussed according to the underpinning theory such as resource base view and 
dynamic capability theories. 
3.2 Literature of variables 
This section elaborates the main concept of variables, construct of variables and 
previous operationalization of the variables. This section covers the main variables of 
present research which are Export performance (EP), Entrepreneurial Orientation 
(EO), Business Networks (BN), Total Quality Management (TQM) and Export 
Market Orientation (EMO). 
3.1.1 Export performance (EP) 
Literature review on export perfonnance is extensive, but in respect of strategies for 
SMEs are yet to explore (Love & Roper, 2015). The exporting activity is the first 
phase of internationalization model (Johanson & Vahlne, 2009). The 
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internationalization model has been implemented in term of multinational firms and 
less in SMEs, due to their small size and less access to resources problem (Zhang, Ma, 
Wang, Li, & Huo, 2016). Consequently, SMEs managers do not find the growth 
strategy for SMEs' export performance (Prange & Pinho, 2017). However, day by day 
the participation of SMEs are increasing in international markets in most of the 
countries (Rahayu & Day, 2017). Basically, SMEs are counted as influential driver 
for countries economy growth (Zuccbella & Siano, 2014). As a result, SMEs 
participation towards export businesses bas become a hot topic for researcher and 
policy makers. 
The export activity is the more attractive way for SMEs to enter in international 
markets than doing joint ventures, which need enough resources (Rua, Frarn;:a, & 
Ortiz, 2018). Additionally, export activity provides commitment, less risk and also 
has the flexibility facility in different markets to SMEs. Exports play an essential role 
for SMEs success in foreign markets (Haddoud, Jones, & Newbery, 2017). Basically, 
export activity meets firms' objective in regard of economic aspect such as it 
increases the profits and sales, and strategic aspect such as brand repute, market 
diversification and increase the market share (Haddoud, Nowinski, Jones, & 
Newbery, 2018). In broad picture exports of the country directly influence the GDP, 
balance of payment, foreign exchange rates and significant contribution in 
employment (Kim, McKenzie, & Faff, 2004). 
Export is considered as a backbone for the development and success of SMEs (Baheri, 
Taleghani, & Nasiri, 2016). Conceptually, the export performance is a degree to 
which firms achieve their strategic and financial objectives while exporting the 
product to the international market (Cavusgil & Zou, 1994). Export perfonnance is 
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described as the outcome of the firm's activities when firm performs export 
operations (Zou, Taylor, & Osland, 1998). In another study, export performance is 
defined as the outcome of firm's financial performance in the international markets 
such as export sales, export profitability and export growth (Shoham, 1998). 
Furthermore, there is no agreement among the researchers about dimensions of export 
performance (Navarro, Losada, Ruzo, & Diez, 2010). Export performance is 
described as the firm's outcome in international markets, such as export sales, export 
profitability and export growth (Shoham, 1998) and further, each of three dimensions 
includes objective and subjective components. Moreover, Katsikeas et al. (2000) 
analyzed more than 100 empirical articles and divided export performance into three 
group measures, economic measure (sales related measure, profit measure and market 
share related measure), non-economic measure (product related measure, market-
related measures and miscellaneous related measures), and genenc measure 
(perceived export success, achievement of export objectives, satisfaction with export 
performance, strategic export performance). 
Moreover, Sousa (2004) reviewed the export perfonnance-related articles published 
between 1998 and 2004 and identified fifty different export performance indicators. 
They divided the indicators into objective (quantitative) and subjective (attitudes, 
perceptions, qualitative) measures. They identified the export performance indicators 
such as export intensity, export sales growth, export profitability, export market share, 
strategic export performance and overall export performance. Furthermore, they 
found that most of the studies used both approaches such as subjective and objective 
measure approaches but it is better to take the subjective approaches due to some 
reasons such as (a) firms are not willing to provide the secondary data; (b) secondary 
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or objective data is not openly available, so it is difficult to check the exactness of 
data; (c) objective and subjective measures are positively associated; (d) using the 
export venture as the unit of analysis, meanwhile companies rarely provide the 
detailed information regarding different export ventures; (e) Secondary data are 
difficult to interpret; (f) using objective measure makes comparisons across business, 
especially in cross-country studies, complicated because of difference in accounting 
and sales-recording procedures. 
Similarly, a recent study conducted by Beleska-Spasova (2014) made analysis of the 
export-related articles published from 1981 to 2012. They conducted the same 
analysis conducted by (Katsikeas et al., 2000; Sousa, 2004). They suggested taking 
the economic and non-economic measures with both objective and subjective terms. 
Previously, (Lages, 2000) suggested the financial and nonfinancial measure for export 
performance in objective and subjective terms. 
According to Beleska-Spasova (2014), export performance (EXPERF) scale of Zou et 
al. (1998) is to measure the export performance in a multidimensional nature which 
covers both financial and non-financial measure of export performance in both 
objective and subjective terms. This scale has been empirically validated in the 
context of USA and Japanese exporters (Zou & Stan, 1998), in the context of UK and 
Australia (Styles, 1998); and in a study of British exporters (Beleska-Spasova et al., 
2012), thereby strengthening its value as a valid generalized export performance 
measure. According to Zou et al. (1998), EXPERF scale for export performance 
covers both financial and non-financial measures with both objectives and subjective 
measures of export performance as well. Moreover, the author explained that the 
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EXPERF scale is a multidimensional scale and its dimensions are financial, strategic 
and satisfaction with the export venture. 
Moreover in respect of export performance antecedents, researchers of export 
performance from 1960s (Tockey, 1964) focused on internal and external factors of 
export performance (Beleska-Spasova, 2014; Carneiro, Rocha, & Silva, 2011; 
Duefias-Caparas, 2007; La, Patterson, & Styles, 2005; Lages, 2000; Maurel, 2009; 
Nazar & Shaikh, 2011; Torrens et al., 2014; Zou & Stan, 1998). The internal factors 
are divided into firm characteristics, competencies, product characteristics, 
management attitude, and perceptions, while the uncontrollable external factors 
consist of industry's characteristics, domestic market characteristics and foreign 
markets. Theoretically, factors of export performance can be perceived from resource 
base view (internal factors) (Maurel, 2009; Torrens et al., 2014). The resources base 
view is intended at how exporting firm achieves the competitive advantage by using 
the in-hand resources uniquely in comparison to its their competitor (Barney, 1991). 
However, according to above discussion, there are many predictors, which can drive 
the firm export performance. According to Hsu and Ziedonis (2013) stated that 
intangible resources are more likely to produce a competitive advantage than tangible 
resources, as they are often rare and social1y complex, thereby making them difficult 
to imitate. According to Chen et al. (2016); ipek (2017) reviewed the past exports 
studies and found that organizational resources and capabilities gained more interest 
of researchers due to their significant role in firms ' export performance. On the other 
hand, low export performance can be the cause of high trade deficit, low economic 
growth, decrease in foreign exchange, increase in closure of firms and unemployment 
(Ocampo & Taylor, 1998). 
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Theoretically, several researchers investigated the potential determinants of export 
performance, which can influence the SMEs' export performance, such as export 
orientation (Filatotchev et al., 2009), firm size, business experience, export intensity 
(Majocchi, Bacchiocchi, & Mayrhofer, 2005), R&D capabilities (Lefebvre, Lefebvre, 
& Bourgault, 1998), perceived uncertainty and networking (Babakus et al., 2006), 
cooperative strategy, knowledge intensity (Haahti, Madupu, Yavas, & Babakus, 
2005), entrepreneurial orientation and firm management commitment (Mostafa, 
Wheeler, & Jones, 2005), entrepreneurial orientation, management commitment, 
human capital impact (Javalgi & Todd, 2011), social networks (Zhou, Wu, & Luo, 
2007), trade promotion (Wilkinson & Brouthers, 2006), marketing strategy (Filipe 
Lages & Montgomery, 2004), innovation (D'Angelo, 2012), information technology 
(Zhang, Sarker, & Sarker, 2008), government assistantship (Shamsuddoha, Yunus 
Ali, & Oly Ndubisi, 2009), and relationship quality (Dral, 2009). 
However, given the aforementioned situation in the Pakistan context, it warrants an 
investigation to confirm the determinants of SMEs' export performance, considering 
SME being a major contributor to the Pakistan's economic development. This is 
supported by Stouraitis, Mior Harun, and Kyritsis (2017) in their study, which 
claimed that an in-depth investigation should be done pe1iaining to the Sl'v1E's export 
activities for the country economic development. Hence, it is pertinent to conduct a 
study regarding the determinants of SMEs' export performance in Pakistan. 
According to Paul et al. (2017), SMEs are unable to achieve the competitive 
advantage in foreign markets due to the lack of resources and capabilities. This is 
supported by Beleska-Spasova et al. (2012) who claimed the inabilities of the SMEs 
to overcome the deficiencies of export performance. Therefore, strengthening the 
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firm's resources and capabilities are crucial, and firm should wisely focus on the best 
factors that have major impact to their firms' export performance. 
3.1.2 Entrepreneurial orientation (EO) 
The small and medium firms introduced vanous orientations, such as export 
orientation (Collins-Dodd & Francis, 2015); innovation orientation (Tyagi & 
Nauriyal, 2017); learning orientation (Samson & Mahmood, 2015) and 
entrepreneurial orientation (Jin & Cho, 2018) to overcome the constraint of financial 
and managerial resources. These orientations are very important to guide SMEs 
activities and behaviors, to increase their performance and fulfill their resources 
requirement according to business environment (Hakala, 20 I 1 ). In past literature, 
these orientations have been regarded as resources / capabilities of the finn's 
performance (Wiklund & Shepherd, 2003). The current study emphasizes on 
entrepreneurial orientation, as it has received significant attention in the past 
literature. 
According to the management literature, entrepreneurial orientation (EO) is defined as 
the finn level processes, practices and decision-making styles of entrepreneurial firms 
(Lumpkin & Dess, 1996). Furthermore, according to Shan, Song, and Ju (2016), EO is 
a strategic resource that personifies the organization's entrepreneurship. 
Entrepreneurial Orientation is a key ingredient for the firm's success (Wang, 2008). 
Many studies suggested that EO is an important tool to achieve competitive advantage 
and it enhances the firm's profitability (Zahra & Covin, 1995). An entrepreneurial 
quality of the firm captures the product and market innovation asswnes the market 
risk and found the new opportunities for business success (De-Clercq & Zhou, 2014). 
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According to previous research, EO bas three core components, namely 
innovativeness, risk-taking and proactiveness (Covin & Slevin, 1989). Innovativeness 
shows finn ability to accept new ideas, encourage experiments and favour change 
(Hurley & Hult, 1998). Moreover, innovativeness is representing the company's 
involvement towards the development of new ideas and creative process to introduce 
new products, services, and technology in the market (Lumpkin & Dess, 1996). 
Therefore, according to Covin and Miles (1999), innovativeness significantly 
contributes to the profitability and growth of the firm. 
Risk-taking shows the inclinations of an individual to take resource commitment 
(Miller & Friesen, 1978). Risk taking is the level of firms to take bold actions and 
assign resources to avail the opportunities in a dynamic environment (Davis, Morris, 
& Allen, 1991). Furthermore, Baird and Thomas (1985) identified three categories of 
risk-taking which are, significant commitment of resources to certain investment, risk 
debt taken to start the business and explore the unknown business areas. 
Proactiveness is the third component of EO that refers to fum's ability and 
willingness to made the advance development as the first mover against its 
competitors, rather than wait for emerging new development and then react them 
(Frank, Kessler, & Fink, 2010). According to Davis (2007); Dess and Lumpkin 
(2005), proactiveness is the process to take the forward-looking step according to the 
changing business environment and entering in new markets to enhance and create 
products/service of the first movers. All above three components of EO serve as key 
strategic resources and guide the firm on how to achieve maximum performance. 
Therefore, based on above discuss three dimensions, EO can be defined as a firm's 
strategic posture toward entrepreneurship (Jin & Cho, 20 I 8). 
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Furthermore, several authors have operationalized the EO via these three dimensions 
namely; risk taking, proactiveness, and innovativeness (Covin & Miles, 1999; Miller, 
1983). However, some authors have operationalized the EO via five dimensions 
namely; innovativeness, risk taking, proactiveness, aggressiveness, and autonomy 
(Lumpkin & Dess, 1996). Regarding the EO construct dimension, Rauch, Wiklund, 
Lumpkin, and Frese (2009) reviewed the previous studies and that found the majority 
of the studies have operationalized the EO constructs as unidimensional. Moreover, 
Saeed, Yousafzai, and Engelen (2014) reviewed 177 studies and found that EO is 
operationalized in 133 studies as unidimensional and only 35 studies operationalized 
EO as multidimensional. However, numerous studies conducted on firm performance 
adopted the three dimensions with unidimensional approach of EO (Ajayi, 2016; 
Boso, Oghazi, et al., 2016; Cadogan et al., 2016; Semrau, Ambos, & Kraus, 2016) and 
some ofmultidimensions (Boso, Cadogan, & Story, 2012; Boso, Oghazi, et al., 2016). 
Consequently, this study builds follows Covin and Slevin (1989) and taking the three 
dimensions ofEO for model parsimony. 
The current study concentrates on EO as it influences SMEs' export performance. EO 
motivate Sl\,ffis to adopt innovation, risk taking and proactive behaviours in 
international markets (Jin & Cho, 2018). For example, firms with high level of EO 
tend to pursue the innovative products / service, view international markets as 
opportunities rather than risks and lookout for business opportunities and new partner 
abroad. According to Zhou, Barnes, and Lu (2010), Sl\1Es that are more proactive 
tend to identify the international markets opportunities due to their unique EO 
perspective and characteristics. SMEs that are strong in innovation, risk taking and 
proactive behavior, are easy to take strategic decisions that combine required 
resources, sustain and upgrade their capabilities to secure success in international 
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markets (Brouthers, Nakos, & Dimitratos, 2015). Thus, EO is the critical function for 
initial and subsequent perfonnance outcomes of internationalization of SMEs (Jin, 
JW1g, & Jeong, 2018). Therefore, based on the above discussion, this study views EO 
as the antecedent to SMEs' export perfonnance that can facilitate the development of 
SMEs' capabilities and better export performance. 
3.1.3 Business network (BN) 
SMEs are known as small in size, which place them in difficult position to obtain 
necessary resources such as financial and human capital as compared to large firms, 
and also they face difficulty in internationalization process (Narooz & Child, 201 7). 
These liabilities act as hurdles for the development of SMEs exports. Thus, SMEs 
need to find ways to obtain necessary international market information, which can 
allow them to penetrate into international markets, customers and suppliers and 
subsequently lead to higher SMEs' export performance (Vendrell-Herrero, Gomes, 
Mellahi, & Child, 2017). 
Indeed, network is considered an influential resource and knowledge of the firm and 
largely recognise as influential factor for the expansion of SMEs export business 
(Brouthers et al., 2015). Additionally, network play an important role to overcome 
SMEs liabilities regarding resources constraint, smallness and foreignness 
(Manzanares, 2017). Moreover, the survival and sustenance of SMEs in international 
markets are possible if they have strong business networking with customers, 
suppliers and competitors (Dana, Etemad, & Wright, 1999). Furthermore, the network 
is considered as one of the most influential resources since it provides access to 
information, technologies, knowledge, power and capital (Ahuja, 2000; Axelsson & 
Easton, 2016; Ginting, 2015; Javalgi & Todd, 2011; Li & Zhou, 2010; Naude & 
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Rossouw, 2010). Networks contain nodes (people and firms), referred to as "actors", 
and the set of ties representing the relationship between nodes. Networks can provide 
different benefits, including services and goods, information, influence (advice), and 
effect (friendship) (Brass, Galaskiewicz, Greve, & Tsai, 2004). 
Networks contained three crucial components namely; the pattern that emerges from 
the ties, the content of relationships, and the governance of those relationships (Hoang 
& Antoncic, 2003). The patterns of relationship ties are important because they affect 
the amount of resources and actors can diversify the resources as well. The second 
one, firm relationship represents the elements that flow through the network, such as 
information, advice, resources and problem-solving. The third one, the power of the 
relationships contains forces that retain the network together, such as social 
mechanisms like power, affective bonds like trust and influence, and the risk of 
exclusion and loss of reputation (Zimmerman, Barsky, & Brouthers, 2009). These 
social mechanisms are informal, as opposed to formal power by administrative 
structures using written contracts, which call business network. 
The main purposes of networks is to create connections among organisations and 
cooperation between persons and firms (Brass et al., 2004). Secondly, networks 
facilitate the fast distribution of information, and this distribution gives escalation to 
attitude resemblance and simulation between actors in the network (Inkpen & Tsang, 
2005). Lastly, networks provide different access to power and resources (Uzzi, 1997). 
Networks occur at different levels of analysis (Hoang & Antoncic, 2003). Based on 
the nature and source of relationship, networks are divided into two broad categories 
namely; personal networks (Jin & Jung, 2016) or informal contacts (Coviello, Ghauri, 
& Martin, 1998) or social relationship (Coviello & McAuley, 1999) or informal 
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networks (Shaw, 2006), and (2) inter-firm networks (Manolova, Manev, & Gyoshev, 
2010) or formal contacts (Hutchinson, Quinn, & Alexander, 2006) or business 
networks (Jin & Jung, 2016) or organisational networks (Premaratne, 2001 ). 
Regarding informal personal networks, previous studies have used different terms 
such as social ties, interpersonal relationships, social networks, social capital, personal 
contacts, social contacts, social relation, and national networks. The term "personal 
network" and defines it as an informal structure of personal relations formed through 
schooling, family, marriage and Jjving experience in foreign countries (Zhao & Hsu, 
2007). In the view of formal networks, previous studies have used different tenns 
such as inter-firm relationship, business networks, formal contacts, network capital, 
close relationship, network alliance and organisational networks. This study employs 
the term "business network" which refers to close and long-lasting relationship with 
the finn 's important suppliers, customer, trade unions, competitors and government 
institutions (Axelsson & Easton, 20 16; Ginting, 2015; Johanson & Vahlne, 2009). In 
another study, business network refers to firm behaviours, like 
practices/routines/activities, which enable a firm to make sense of and capitalise on 
their networks of direct and indirect business relationships (Thornton, Henneberg, & 
Naude, 2014). "Besides personal networks, inter-organizational networks are also 
certainly important to facilitate a firm's international activities because the 
internationalization processes of smaller firms are generally driven by the formal 
(business) networks they develop" (Faroque et al. , 2017). 
According to Huggins (2010), investment in calculative relations by firms to gain 
access to knowledge, enhance the expected economic return. For the development of 
business networks, SME hires foreign experienced managers, business consultants 
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and participate in trade exhibitions and fairs (Fletcher & Harris, 2012; Loane & Bell, 
2006; Measson & Campbell-Hunt, 2015; Torrens et al., 2014). Past studies experience 
the higher level of SMEs' export perfonnance due to the development to business 
network (Stoian et al., 2017). Similarly, as stated by Faroque et al. (2017), SMEs in 
developing countries that focus on networking with overseas partners / customers 
achieved higher export performance. Business network drives SMEs 
internationalization process, which SMEs developed. Therefore, SMEs should give 
substantial attention in developing business networks, such as networking with 
overseas partners, customers, suppliers and distributors, which play the vital role in 
achieving a positive SMEs' export performance. 
3.1.4 Total quality management (TQM) 
Small and medium firms recognize the challenge of total quality management (TQM) 
implementation due to their structure, scare of resources, lack in management 
commitment and incompetent technology (Majumdar & Manohar, 2016). These 
liabilities are critical situation for the positive export performance of S1\1Es. TQM is 
considered a fundamental element for SMEs performance (Oliveira, Correa, 
Balestrassi, Martins, & Turrioni, 2017). 
Dr. Edwards Deming is known as a pioneer of quality management (Best & 
Neuhauser, 2005). He was a statistician and introduced the strategies of quality 
management in Japan after the world war II. Alternatively, Japanese companies like 
Toyota and Sony capture the large part of the world market and get the competitive 
edge over Americans and other industrial countries. In the 1980s, Deming got the 
popularity in the USA and introduced the 14s points of management which have 
become the reference standard for quality (Petersen, 1999). Moreover, Americans 
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introduced the Malcolm Baldrige National Quality Award in 1987 (MBNQA) with 
the statement of quality leadership. 
Likewise, after the introduction of total quality management, most of the researchers 
contributed conceptually and practically in total quality management literature 
(Garvin, 1988; Juran & Szemere, 1989; Pfau, 1989; Powell, 1995; Saraph, Benson, & 
Schroeder, 1989). However, there is no universal definition of TQM conceptually. For 
instance, according to Pfau ( 1989), TQM has a comprehensive approach to the 
concentration of organization's objectives and managing the organization through 
quality, improvement in productivity, meeting customer needs and giving a 
competitive edge. As identified by Kanji (1990), TQM is work as a life and to 
incessantly improving the firm's products, processes, and services to achieve the 
customer satisfaction at low cost. 
Similarly, Berry (1991) defined TQM as a management philosophy whose purpose is 
to meet and fulfil the customer expectations and consider to reduce the costs. Powell 
(1995) stated that TQM has been a strategic tool which gives a sustainable 
competitive edge and generates economic growth. According to Talha (2004) and 
Sashkin (1993), TQM highlighted the continuous improvement in all processes of the 
firm to provide the high-quality products and services. However, Kumar, Garg, and 
Garg (2011) suggested that TQM is a strategy to satisfy the customer's needs through 
combinations of systems, processes, proper supporting culture, effective 
communication, and committed employees. The main purpose of TQM is to provide 
the quality product and service to customers, thereby increasing the performance of 
the organization by lowering cost (Antony, Fergusson, Warwood, & Tsang, 2004). 
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Another literature is on operationalization of TQM. A number of studies have 
operationalized TQM and proposed the TQM model is based on critical factors or 
important practices (Black & Porter, 1996; Flynn, Schroeder, & Sakakibara, 1994; 
Pfau, 1989; Powell, 1995; Saraph et al., 1989; Sila & Ebrahimpour, 2002). These 
practices are divided into two aspects, management or soft practices and technical or 
hard practices (Green, 2012; Hoang, Igel, & Laosirihongthong, 2010; Ingelsson, 
Eriksson, & Lilja, 2012). Soft practices are related to management perceptions, 
human aspects and principals (Dahlgaard-Park, 2012; Leavengood, Anderson, & 
Daim, 2014 ). These include many practices such as customer focus, employee 
relations, and leadership. While technical or hard TQM practices refer to quality tools 
and techniques, productions, and technical aspects (Chen, 2013; Vouzas & 
Psychogios, 2007). Hard TQM practices include quality data and reporting, process 
management, and product/service design. Moreover, some of the authors investigated 
soft TQM practices and some of them investigated hard TQM practices, while others 
have investigated the combined practices. However, there is consensus on TQM 
operationalization, different authors have operationalized TQM based on their own 
knowledge and perspective. 
Another aspect is that some of the studies operationalize TQM based on famous 
business excellence models such as Malcolm Baldrige National Quality Award 
(MBNQA) and European Foundation for Quality Management (EFQM) (Jafari, 
2013). In the study of Westlund (2001), EFQM excellence model becomes the 
commonly applied model in total quality management. In another study, Gomez, 
Martinez-Costa, and Martinez-Lorente (2017) stated that several studies used EFQM 
as a proxy ofTQM. However, EFQM was introduced in 1998 by 14 famous European 
companies such as Volkswagen, British telecom and Philips. The EFQM model 
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focuses on all activities of the firms and on all levels and should continue to process 
for improvements. This essence of EFQM approach is to meet the customer 
expectation, needs and demands (Nabitz, Klazinga, & Walburg, 2000). 
The EFQM stated that to achieve sustained success, an organization needs strong 
leadership and clear strategic direction. They need to develop and improve their 
people, resources and process to deliver value added products and services to their 
customers (Suarez, Calvo-Mora, Roldan, & Periafiez-Crist6bal, 2017). Moreover, in 
respect of EFQM operationalization, as TQM explained by many researchers such as 
Nwachukwu, Chladkova, and Zufan (2017), EFQM model comprises of enablers and 
the results criteria. The enablers criteria contain five elements namely; leadership, 
strategy, people, resources and process. The outcome or results criteria of EFQM 
comprise customers results, people results, society results and business results. In 
respect ofTQM, many researchers operationalized TQM on the basis ofEFQM model 
for reliable results. Most of the studies used the EFMQ enabler criteria for dimensions 
of TQM, which are leadership, strategy, people / employees, resources and process 
(Go & Govers, 2000; Nwachukwu et al., 2017; Shafiq, 2012; Shafiq, Lasrado, & 
Hafeez, 20 l 7). 
The dimensions of EFQM (TQM) are discussed in detail below. According to 
Oliveira et al. (2017), leadership measures the degree to which top management 
accepts and supports quality principles, priorities quality indicators rather than costs 
and schedule indicators, participates and encourages employee's participation in 
quality affairs, defines clear goals and performance evaluation indicators, and 
allocates the proper resources towards the quality improvement correctly. In respect 
of strategy, the quality vision is clear and the firm is able to make future plans 
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according to quality paramaters (Oliveira et al., 2017). Furthermore, SMEs should 
involve members such as customers, suppliers and shareholders to make effective 
plans to achieve the operational goals. The number three dimension of TQM 
emphasizes on the involvement, motivation, satisfaction of employees for quality 
improvement and also focus on how employee evaluate their performance regarding 
their participation in quality standards (Oliveira et al., 2017). 
In term of resources, the proper arrangement, allotment and utilization of human, 
physical and financial resources to improve quality is called resources management 
(Shafiq et al., 2017). Lastly, process management deals with achieving better 
performance in firm process and activities. Also included, the technique and tools to 
improve quality, statistical analysis and control, and documentions of critical 
standards process (Oliveira et al., 2017). As such, the previous literature suggested 
that EFQM model can be operationalized as TQM because it is more applicable 
especially in the context of SMEs (Stemad, Krenn, & Schmid, 2017). 
Past literature on TQM research presented the significant of SMEs positive export 
performance (Abeykoon & de Alwis, 2016; Imran et al., 2018a; Imran, Hamid, & 
Aziz, 2018b; Lages et al., 2009). However, most of the TQM research was conducted 
in large finns, and the concept of TQM in SMEs is under researched (Sahoo & 
Yadav, 2017). Therefore, many studies motivate the adoption of TQM in the context 
of SMEs' export business success. 
3.1.5 Export market orientation (EMO) 
Most of researchers are interested in market orientation (MO) research due to its 
usefulness in enhancing firm's performance in both the domestic and international 
S6 
markets (Kayabasi, Kayabasi, Mtetwa, & Mtetwa, 2016) . This is a most important 
topic for research regarding marketing management because it is considered as the 
basis of important marketing practices (Jimenez-Jimenez, Sanz-Valle, & Hemandez-
Espallardo, 2008; Jimenez-Zarco, Martinez-Ruiz, & lzquierdo-Yusta, 2011). Market 
orientation is essential for a firm because it captures the ability to anticipate, address 
and take advantage of market changes in order to achieve superior performance 
(Styles, Gray, Kropp, Lindsay, & Shoham, 2006). Historically, the market orientation 
concept has been introduced back in 1950s. However, theoretically and empirically, 
market orientation has been defined many authors, these authors have explained 
market orientation (MO) from a different perspective (Kohli & Jaworski, 1990; Kohli, 
Jaworski, & Kumar, 1993; Narver & Slater, 1990). Such as, according to Kohli and 
Jaworski (1990) and Kohli et al. (1993) define MO in behavioural perspective, while 
Narver and Slater (1990) looks MO as an aspect of organizational culture. Therefore, 
from the behavioural perspective, MO refers to "the organisation-wide generation of 
market intelligence pertaining to current and future customer need, dissemination of 
the intelligence across the department, and the organisation-wide responsiveness to it" 
(Kohli & Jaworski, 1990; Kohli et al., 1993). In this definition, Kohli et al. (1993) 
defined MO with three constructs, which are (I) market intelligence; an ability of 
firms to identify the customer future needs, (2) intelligence dissemination; in which 
organizations formally and informally distribute market information within 
organization, and (3) responsiveness which refers to the action taken to response 
intelligence. 
On the other hand, regarding cultural perspective, MO is defined by Narver and Slater 
(1990) on the basis of three components, which are (1) customer orientation (2) 
competitor orientation, and (3) inter-functional coordination. Based on the definition 
57 
of Narver and Slater (1990), customer orientation states the ability of the firm to 
classify the customer future needs and provide the value-added products and services. 
Competitor orientation refers to the act of organization to understand the competitor's 
strengths, weakness, capabilities and strategies. In last not the least, inter-functional 
coordination is an act of achieving the set of firm's objectives through the 
coordination of different functional units (Narver & Slater, 1990; Slater & Narver, 
2000). Although Kohli et al. (1993); Narver and Slater (1990) defined MO through a 
different perspective, however, these concepts have provided a comprehensive 
conceptualization of MO. However, in this current study focus on behavioural 
perspective of market orientation due to its wide used to investigate the relationship 
between market ordination and firm performance (Kayabasi et al. , 2016). Basically, 
there is dearth of research to investigate the market-oriented behaviour of exports and 
also there is need to proper implementation of export market orientation (Pascucci et 
al., 2016). 
However, if a finn possesses a strong market orientation in its domestic market does 
not necessarily mean that firm has a high degree of market orientation in export 
activity ( Cadogan, Paul, Salminen, Puwnalainen, & Sundqvist, 200 I). Furthermore, 
MO in the international market has been conceptualized by the researchers. According 
to Cadogan, Kuivalainen, and Sundqvist (2009), market activities of the firms in 
international markets are termed are export market behaviour, which is defined as an 
export-focused generation, dissemination, and responsiveness to export market 
intelligence m international markets. Moreover, according to Cadogan, 
Diamantopoulos, and Mortanges (1999); Rose and Shoham (2002), export market-
oriented behavior is different from domestic market-oriented behavior for a variety of 
reasons. These reasons include international market stability which is more 
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complicated than domestic market and activities of export market orientation require 
more resources and investment than domestic market. Furthermore, as for the 
operationalization of export market orientation (EMO), MARKOR measurement 
scale, used by Kohli et al. (1993) has also been used by Cadogan et al. ( 1999) in 
export context with some modifications. However, many researchers validated the 
construct of Kohli et al. (1993) after Cadogan et al. (1999) in their export performance 
research such as (Chang & Fang, 2015; Kayabasi et al., 2016; Lin et al., 2014; 
Navarro, Acedo, Losada, & RU20, 2011; Samson & Mahmood, 2015; Singh & 
Mahmood, 2013 ). 
Export market orientation (EMO) is a marketing capability that facilitate firms to 
achieve competitive advantage, which leads to higher export performance due to its 
characteristics of valuable, rear, non-substitutable and inimitable (Pascucci et al., 
2016). The EMO, specifically the market intelligence could be generated by research 
and developed by engineers and managers. They interact directly with colleagues and 
customers in order to know their current and future needs and demands, for decision 
making (Mac & Evangelista, 2016). Moreover, EMO is particularly more important in 
international context, as international markets are more complicated than domestic 
markets. This complexity increases the importance of market intelligence, 
dissemination and responsiveness (Asaad, 2011). Furthermore, the implementation of 
EMO activities helps firm to gather information about the influencing factors of 
SMEs' export performance from the law, political, logistics, economic systems, 
culture and competition of target country aspects (Cadogan et al., 2009). 
Therefore, EMO concept should be applied in SMEs context, which was neglected in 
past studies. Thus, SMEs that work in foreign market should introduce EMO activities 
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such as export market information generation, export market information 
dissemination and export market responsiveness as the drivers to positive SMEs' 
export perfonnance (Miocevic & Cmjak-Karanovic, 2012). 
3.3 The Relationship between variables 
This section covers the empirical studies on the relationship between entrepreneurial 
orientation (EO), business networks (BN), total quality management (TQM) and small 
and medium enterprises export performance (SMEs' export performance) with 
mediating role of export market orientation (EMO). 
3.2.1 The relationship between entrepreneurial orientation and SMEs' export 
performance 
This section discusses the relationships between entrepreneurial orientation and 
SMEs' export performance. Since most of the SMEs are domestic-oriented and fulfil 
the domestic needs (Davari, Walley, & Haycox, 2011 ), they are not willing to 
participate in export business due to uncertainty and high risk to lose the local market 
share. Even those firms are involved in export business, their business growth is better 
than non-export firms (Baldwin & Gu, 2003). Furthermore, Dadfar, Dahlgaard, 
Afazeli, and Brege (2015) found that export performance enhanced the firms' local 
market performance. 
According to the researchers from the field of business management, entrepreneurial 
orientation plays an important role to enhance the firm's performance (Keh et al., 
2007). Undeniably, this relationship has been empirically verified in several studies 
(Campbell & Park, 2016; Gupta & Batra, 2015; Hayat & Riaz, 201 1; Khedhaouria, 
Gurau, & Torres, 2015; Lonial & Carter, 2015; Roxas & Chadee, 2012; Zhang & 
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Zhang, 2012). In addition, Anderson and Eshima (2013); Eggers, Kraus, Hughes, 
Laraway, and Snycersk.i (2013); Laukkanen, Nagy, Hirvonen, Reijonen, and Pasanen 
(2013); Reijonen, Hirvonen, Nagy, Laukkanen, and Gabrielsson (2015) reported that 
EO enhances the firm ability towards risk-taking, innovativeness and proactiveness. 
These abilities are important for firms to operate in high competition, new market 
segments, as well as in emerging products and technologies. Moreover, they found 
positive relationship between EO and firm growth. 
Most recent studies conducted by Altinay, Madanoglu, De-Vita, Arasli, and Ekinci 
(2016); Kurtulmu~ and Warner (2015); Pratono and Mahmood (2015) have found an 
insignificant relationship between EO and finn performance. They explained that the 
firms did not implement the EO determinants in the right direction, hence those finns 
are unable to achieve the desired performance in terms of employees' growth, profit 
maximization and financial performance. 
Furthermore, a study based on three hundred SMEs from Italy and Austria, using the 
survey questionnaire and regression method reported different results in different 
areas such that in Udine, innovativeness, risk, and competitive energy are found to 
have positive and significant relationship with firm performance in Italy. However, a 
negative and significant relationship has been found between aggressiveness and firm 
performance in same country. In addition, the moderating effect of leverage is found 
to be insignificant on the relationship of innovativeness and firm performance while 
this moderation was positive and significant on the relationship of risk raking and 
aggressiveness. Alternatively, in Austria (Kartner) found a positive and significant 
relationship between autonomy and competitive energy. In addition, the moderation 
of leverage is found to be positive on the relationship of all EO dimensions and firm 
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performance. In explaining the behavioral differences of the firm performance among 
different subsamples with different responses to control, variables with firms in the 
province of Udine are found to be more responsive to size while firms in Kartner are 
more responsive to age. Moreover, a different impact of main effects has also been 
found (Mason, Floreani, Miani, Beltrame, & Cappelletto, 2015). 
In a study by Farkas (2016), entrepreneurial orientation, learning orientation, 
perceived environment and performance relationship was studied in 377 Hungarian 
MSMEs using the survey questionnaire and path analysis method. The finding of the 
study indicated that EO dimensions had a different path to firm efficiency such that 
innovativeness value indicates that return can be lower where innovation is more 
important, and proactiveness was less assessed than innovation if the firm does not 
have R&D. Moreover, risk-taking is related to firm's growth; though its effect is low, 
but it can help to make a new investment for firm's growth. Likewise, Nunez-Pomar, 
Prado-Gasco, Sanz, Hervas, and Moreno (2016) investigated the effect of 
entrepreneurial orientation on firm perfonnance in Spanish sports firms. The study 
found a positive effect ofEO in small and medium firm's performance, but this effect 
is negative in case of large firms. 
Moreover, Rodrigues and Raposo (2011) investigated the effect of EO and human 
resources information management on the performance of SMEs. The finding of the 
study showed that EO had a positive direct effect on human resources information 
management and firm performance. Human resource information management had a 
positive impact on firm 's performance and EO indirectly influences the firm 
performance through human resources information management. Another study 
examining the effect of entrepreneurial orientation, technological orientation, 
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marketing orientation, and learning orientation on firm innovativeness and 
performance of 374 Korean SMEs reported a direct and indirect relationship ofEO on 
firm' s performance. In addition, the study found a positive mediating role of finn's 
innovativeness between EO and firm performance (Lee, Choi, & Kwak, 2014). 
Similarly, Amin et al. (2016) investigated 117 small and medium enterprises in the 
sector of manufacturing in Malaysia. The author reported a significant relationship 
between EO and firm performance with a positive mediating role of marketing 
orientation between EO and firm performance. Moreover, Pratono and Mahmood 
(2015) inspected three hundred and ninety small medium enterprises in Indonesia as a 
sample. Using a survey questionnaire as an instrument and structural equation 
modelling for data analysis, the study examined the mediating effect of marketing 
capability and reward philosophy in the relationship between EO and firm 
performance. The findings revealed no direct effect of EO on firm performance. In 
addition, a significant mediating role of reward philosophy and marketing capability 
has been found on the relationship of EO and firm performance. 
Summarizing the above discussion, it can be stated that some studies found a 
significant effect of EO on SMEs performance (Anderson & Eshima, 2013; Campbell 
& Park, 2016; Gupta & Batra, 2015; Khedhaouria et al., 2015; Lonial & Carter, 2015; 
Reijonen et al., 2015), while some of them found no effect on firm performance 
(Altinay et al., 2016; Kurtulmu~ & Warner, 2015; Pratono & Mahmood, 2015). In 
addition, some studies found different effect of EO on firm performance different in 
different contexts (Farkas, 2016; Mason et al., 2015; Nunez-Pomar et al., 2016), and 
some studies found no direct effect of EO on firm performance but these studies 
found an indirect effect through intermediate variables (Amin et al., 2016; Lee et al., 
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2014; Pratono & Mahmood, 2015; Rodrigues & Raposo, 2011). Therefore, we found 
the inconsistent and contradictory results between EO and SME perfonnance, which 
mean SMEs performance in a domestic context is still not conclusive. Moreover, 
according to the study of Dadfar et al. (2015), focus on export performance should be 
increased to enhance the domestic performance of SMEs. 
Thus, the effect of EO on firm export performance vanes with different EO 
dimensions namely; innovativeness, risk-taking and proactiveness (Ajayi, 2016; Boso, 
Oghazi, et al. , 2016; Cadogan et al., 2016; Celec et al., 2014; Godwin-Ahimbisibwe & 
Abaho, 2013; Jalali, 2012; Samson & Mahmood, 2015). The explanation of the 
finding that firm is focusing on international opportunities introduce the innovative 
products and competitive strategies and proactively react the international market and 
experience the export high perfonnance. Furthermore Feder (2015); Felzensztein et al. 
(2015) ; Mutlu and Aksoy (2014) found an insignificant relationship between EO and 
export performance of SMEs. If managerial attitude is negative towards 
innovativeness, proactiveness, and risk-taking activities, then firm experience low 
export performance. 
Moreover, Abiodun and Rosli (2014) from Nigeria with the sample of 201 
manufacturing exporting SMEs, reported a significant relat ionship between EO and 
export performance and indicated a positive mediating relationship of reconfiguring 
capabilities between EO and export performance. Another study by Fernandez-Mesa 
and Alegre (2015) investigated the relationship of EO and export intensity with 
mediating role of innovation and organizational learning by using 150 ceramic tile 
SMEs from Spain and Italy. The survey questionnaire was used for data collection 
and structural equation modelling was used to analyze the primary data. The finding 
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of the study reported a positive relationship of EO and export intensity and found full 
mediation of innovation and organizational learning between EO and export intensity. 
Moreover, another study used 208 Greek manufacturing and services exporting SMEs 
data to validate the relationship of EO and SMEs' export performance. The study 
found a positive relationship between EO and Sl¼Es' export performance (Thanos, 
Dimitratos, & Sapouna, 20 J 6). Likewise, ~ahin and GtirbUz (2017) conducted a study 
in Turkey to investigate the relationship between entrepreneurial orientation and 
SMEs' export performance. The results of the study are in line with previous studies. 
In contrast, Astini and Tafiprios (2017) examined the relationship between 
entrepreneurial orientation and SMEs' export performance and found insignificant 
results in the context of Indonesia. On one hand, Bianchi, Glavas, and Mathews 
(2017) stated that entrepreneurial orientation and SMEs' export performance have 
insignificant relationship in context of South American countries such as Chili. 
Conversely, Monteiro, Soares, and Rua (2017a); Monteiro et al. (20 l 7b) used the 265 
exporting SMEs managers data to analyze the relationship of EO and export 
performance in the context of Portugal. These studies found significant influence of 
EO on SMEs' export perfonnance. 
Furthermore, Hemandez-Perlines (2018) using PLS-SEM technique tested the 
relationship between EO and export performance of small businesses in context of 
Spain. The study results reveal a strong positive and significant relationship between 
EO and export performance. Therefore, the study found limited studies between EO 
and SMEs' export performance, especially in the context of Pakistan. Additionally, 
study find mixed findings on the relationship between EO and finn performance 
which calls for further research to confirm the relationship, especially in the context 
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of exporting SMEs where research is still limited. Therefore, the following hypothesis 
is proposed; 
H1: There is a significant relationship between Entrepreneurial orientation (EO) and 
export performance of SMEs. 
3.2.2 The relationship between business network and SMEs' export 
performance 
In the context of aforementioned relationship, Bucktowar, Kocak, and Padachi (2015) 
investigated the relationship between business networking and firm performance with 
mediating role of innovation in the context of Mauritius by applying the case study 
method. The result of the study has shown that networking influences the firm's sales. 
In another study, Linh, Quynh, and Chi (2016) found that finns cannot operate 
without business networks within company departments and external relationship 
with suppliers, distributors, strategic partnership units, government, and trade unions. 
Kusumawardhani, McCarthy, and Perera (2009) stressed on firms' access to resources 
through networking. Moreover, small and medium businesses strongly depend on 
external entities, hence they must cooperate with partners to improve their 
performance (Lin & Lin, 2016). Likewise, Maina, Marwa, Waiguchu, and Riro (2016) 
proved that business networking is a vital element for SMEs to get a competitive 
advantage and found that network intensity and range influence the manufacturing 
SMEs performance in the context of Kenya. 
Furthermore, Milovanovic, Primorac, and Kozina (2016) conducted their research in 
the context of Croatia and investigated the relationship between strategic networking 
and SMEs firm performance. The results of the study have shown that strategic 
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networking influence the firm's financial and non-financial performance. One of the 
studies conducted in China investigated the mediating role of organisational learning 
between entrepreneurial orientation, market orientation, technological orientation, 
networking orientation and product commercialisation perfonnance. The study found 
a positive relationship between networking orientation and product commercialisation 
performance. In addition, they found the mediating effect between networking 
orientation and new product commercialisation performance, which ultimately 
increases the firm performance (Mu & Di-Benedetto, 2011 ) . 
In addition, Papastamatelou et al. (2016) examined the relationship between network 
capabilities and firm performance and took the network dimensions namely, strong 
and weak ties, trust, network initiation, network coordination, network learning, 
human capital, synergy, and information sharing. Their study was conducted in three 
countries i.e. China, Turkey and Germany and different results were found for 
different countries such that trust, and information are important in China while 
network coordination and human capital resources are important in the contexts of 
Turkey and Germany, respectively. 
Moreover, Rehman (2016) found that SMEs can adapt the network alliance to reduce 
the resource deficiency because network alliance such as R&D co-operation, joint 
venture, Interfinn relationship positively influence the firm labour productivity and 
innovation performance. Another study found that international networking factors 
namely, learning synergy of resources and knowledge sharing positively influences 
the firm's profitability and sales growth (Tadviji & Karami, 2014). Likewise, Yousaf, 
Yousaf, Majid, and Majid (2016) found a positive relationship between inter-firm 
relationship and firm strategic performance. Similarly, Zacca, Dayan, and Ahrens 
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(2015) that found that positive influence of network capability on knowledge creation, 
entrepreneurial orientation and knowledge creation. In addition, EO mediates the 
relationship between network capability and finn's sale growth, market share, 
employee growth and profit. 
A key form of SMEs internationalisation is the exporting activity. In the context of 
international market, Ajayi (2016) examined the relationship of networking capability 
and agricultural SMEs' export performance in Nigeria and found a strong positive 
relationship between networking and export performance. Furthermore, in the context 
of Nordic countries, the relationship between domestic and international business 
networking and SMEs' export performance has been studied. The result of the 
hypothesis support the relationship between international networking and export 
performance of the SMEs while the hypothesis for the relationship between domestic 
business networking and SMEs' export performance was rejected (Babakus et al., 
2006). Likewise, Brouthers et al. (2015) conducted their study in UK and USA and 
found the relationship network alliance in term of research and marketing information 
alliance and SMEs' export performance and revealed that SMEs have higher export 
performance under the research and market alliance. 
Moreover, Ginting (20 15) investigated the firm relationship in tenns of network 
resources namely, access to opportunity, access to knowledge, co-innovation and firm 
export performance. The authors reported a positive relationship between the network 
resource and Indonesian SMEs firm financial and non-financial performance. 
Moreover, Jin and Jung (2016) examined the influence of personal and business 
networks on export performance of SMEs in the USA. By analysing the data gathered 
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from 105 SMEs, they found that personal networks have an impact on export 
performance of SMEs in the USA as compared to business networks. 
Furthermore, Kenny and Fahy (2011a, 201 lb) conducted a study in Ireland and 
examined the relationship of network characteristics, network operations, network 
resources and export performance of SMEs. The results of the study revealed a 
positive relationship between networks strong ties, network coordination, human 
capital resources and export performance of the SMEs. Moreover, they found no 
support between weak ties, trust, network initiation, co-operation sensitive resources, 
relational capability, network learning, information sharing and firm financial, market 
and satisfaction export performance. Moreover, above inconsistency is the result of a 
low degree of information and motivation between inter-firm relationship, high 
control relationship also becomes a reason of insignificant results. 
Serrano et al. (2016) conducted a study on secondary data of 342 SMEs in Spain and 
found a positive influence of collaborative networks on export performance. In 
addition, authors investigated the network competence and export performance of the 
firm in the context of Finland. The results of the study showed a positive relationship 
between network competence and export performance (Torkkeli, Puumalainen, 
Saarenketo, & Kuivalainen, 2012). In another study of Shneor et al. (2016), network 
competence in the domestic and intentional market was examined. They found that 
network competence influences the international growth of SMEs while it does not 
support the growth of SMEs in domestic markets. Likewise, Ou-Yang, Chaisingham, 
and Nguyen (2016) investigated the moderating role of market orientation on the 
relationship between managerial ties and export performance of the Chinese small and 
medium firms. The study supported the hypothesis of the relationship between 
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managerial ties and export performance as well as the moderating effect of market 
orientation on the relationship of managerial ties and profit, market share and 
satisfaction of exporting firms. 
Furthermore, Stoian et al. (2017) examined the proposed hypothesis using structural 
equation modelling (SEM). The results of study found insignificant relationship 
between business networks and SMEs' export performance. The study of Hughes et 
al. (2017) collected responses of 365 German, Swiss, Austrian and Liechtenstein 
exporting companies. The study found mix finding between business networks and 
SMEs' export performance. They investigated two groups of exporting companies 
such as born global and late internationalising SMEs. The results of the study showed 
that both type of SJ'v1Es rely on networks but born global SMEs are more reliant on 
network dimensions such as collaboration intensity and education. Another study 
conducted in Turkey used cross-sectional approach to collect data from 326 exporting 
SMEs. The study found an insignificant relationship between business networks and 
SMEs' export perfonnance (Sozuer, Altuntas, & Semercioz, 2017). Actually, 
researchers stated that in context of Turkey, business networks wouldn't be helpful 
for SMEs' export performance. 
Additionally, Faroque et al. (2017) investigated the relationship between business 
networking and SMEs' export performance in context of Bangladesh. The results of 
the study supported the relationship between business networking and SMEs ' export 
performance. On more study conducted in the context of England, wales, Scotland 
and Northern Ireland to examine the relationship of business networks contribution 
with SMEs' export performance. The results of the study shown that business 
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networks have influential contribution in SMEs' export performance than informal 
networks (Idris & Saridakis, 2017). 
Therefore, in view of above discussion, study has found inconsistencies in the results 
pertaining the effect of business networking on SMEs' export perfonnance. 
Moreover, limited studies in the context of Pakistan calls for further research to 
validate the relationship. Therefore, following hypothesis is proposed: 
H2: There is a significant relationship between business networks (BN) and export 
performance of SMEs 
3.2.3 The relationship between total quality management and SMEs' export 
performance 
SMEs are the drivers of current global economy as they have a dominant role in the 
development of both developed and developing countries (Ahmad, Zakuan, Ahmad, 
& Takala, 20 15). Hence, the research work related to the TQM in the context of 
SMEs are growing (Abdullah & Abidin, 2012). However, previous literature on 
quality management stressed that a lot of research work conducted on the relationship 
between TQM and firm performance (Corredor & Gofii, 2011). Most of the previous 
studies reported that TQM practices have been positively related to operational 
performance (Ng & Jee, 2012), quality performance (Mahmood et al., 2014); 
(Valmohammadi & Roshanzamir, 2015), innovation performance (Sadikoglu & 
Okay, 2014; Yusr, 2016), organisational learning (Yazdani, Attafar, Shahin, & 
Kheradmandnia, 2016) competitive advantage (Munizu, 2013) and financial 
performance (Abdollahi et al., 2014; Jabeen & Mahmood, 2015; Mehralian, Nazari, 
Zarei, & Rasekh, 2016; Ngambi & Nkemkiafu, 2015). Ahmad et al. (2015) reviewed 
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the previously published research on TQM and firm performance and compared the 
developed and developing countries. They maintained that TQM has the greatest 
impact on firm performance in both contexts. 
Furthermore, Ngambi and Nkemkiafu (2015) conducted a study in the Republic of 
Cameron and investigated the effect of TQM critical factors such as leadership, 
quality control, employee training, customer focus and benchmarking on 
organisational perfonnance. The result showed that employee training improves the 
financial perfonnance and corporate social responsibility of the firm while they found 
no relationship between cost reduction and employee satisfaction. Furthermore, they 
found that quality control and inspection is a major determinant of cost reduction and 
leadership is needed to boost cost reduction while benchmarking plays a role in 
employee satisfaction. Overall, the finding clearly showed that TQM significantly 
improves the firm performance. 
Similarly, in other study authors analysed the individual effect of TQM practices on 
different firm performance measurements such as operational performance, financial 
performance, employee performance, innovation performance, social responsibility, 
inventory management performance and customer satisfaction. They found that TQM 
practices have a different result with firm performance such that training, and 
customer focus found a positive relationship between operational performance while 
remaining practices such as leadership process management, supplier management, 
strategic planning insignificantly affects operations performance of the firm. In case 
of employee performance, they found that the effect of training and strategic planning 
is positive while remaining TQM practices insignificantly affect an employee, which 
means those practices have no effect in improving the employee performance. 
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Moreover, process management is found to have a positive significantly effect on the 
inventory management performance and innovation performance of the firm while 
other TQM practices have no effect on inventory management performance and 
innovation performance. 
In the case of social responsibility aspect process management, supplier management 
and strategic planning have positive effect while leadership, training and customer 
focus are foWld to be insignificant. Furthermore, training and customer practices of 
TQM influence the customer satisfaction while other practices of TQM such as 
leadership, process management, supplier management and strategic planning have no 
effect on customer satisfaction. In case of the market and financial performance of the 
firm, it is influenced by the process management and customer focus while other 
practices of the TQM have no influence on the market and financial performance of 
the firm. 
Furthermore, Sinha, Garg, and Dball (2016) studied the TQM practices such as 
process approach, employee · involvement, leadership, factual approach decision-
making, customer focus, continuous improvement, supplier relationship. They 
investigated the effect of these practices on firm performance outcomes such as 
customer outcome, process outcome and employee outcome. The results show that 
factual approach, supplier relationship and process approach influence the employee 
result, customer result, and process result and ultimately increase the firm 
performance. 
Moreover, some studies done by Aliyu (2016); Dubey and Gunasekaran (2015); 
Hassan, Hassan, et al. (2013); Ho, Ahmad, and Ramayah (2016); Kober, 
Subraamanniam, and Watson (2012) reported an insignificant link of firm 
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performance and some factors of TQM. In addition, they explained that management 
is unsuccessful to implement the proper TQM practices and low commitment of 
management is found towards TQM implementation. Moreover, Kumar, Khurshid, 
and Waddell (20 14) stressed that unsatisfactory results of TQM are revealed due to 
the fact that firms fail to properly utilize resources and knowledge with improper 
training, less employee participation, and ineffective communication. 
Furthermore, Herzallah, Gutierrez-Gutierrez, and Munoz-Rosas (2014) used two 
hundred five sample size of SMEs from Palestine and analysed the data using SPSS 
and AMOS. They found a direct relationship between TQM and financial 
performance of the firm. In addition, they found an indirect relationship between 
TQM and firm performance through competitive strategies. Moreover, Koc (201 1) 
investigated the direct and indirect relationship between TQM and firm performance 
through internal and external failure. The study found the direct and indirect positive 
relationship between TQM and firm financial performance. In another study, the 
authors investigated the mediating role of organisational learning on the relationship 
of TQM and firm performance and found a positive mediation (Lee & Lee, 2014). 
Similarly, Munizu (2013) stated that total quality management has a positive and 
significant effect of competitive advantage and firm performance. In that study, 
competitive advantage played a mediating role between TQM and firm pe1formance. 
Moreover, Valmohammadi and Roshanzamir (2015) conducted their research in Iran 
to investigate the relationship of organisational culture and total quality management 
with firm performance by using a sample of two hundred and nine pharmaceutical 
companies. The results of the study found that organisational culture and TQM have a 
direct positive effect on firm performance. 
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Therefore, the present study found the inconsistent and contradictory results between 
TQM and SME performance, which means SMEs performance in a domestic context 
is still inconclusive. Moreover, according to the study of Dadfar et al. (2015), focus 
on export performance should be increased to enhance the domestic performance of 
SMEs. Therefore, our focus is SMEs' export performance. Thus, theoretical support 
ofTQM and firm export perfonnance found limited studies regarding the relationship 
between TQM and export performance in the context of SMEs. Therefore, Lages et al. 
(2009) conducted the study in the context of Portugal to investigate the relationship 
between quality and export performance of manufacturing firms. The authors 
operationalized the quality as employees' involvement, top management commitment, 
employee quality training, employee empowerment, and customer focus. The study 
analyzed 419 responses using Smart PLS 2 and found a positive relationship between 
quality and firm export performance. 
In another study, Abeykoon and de-Alwis (2016) investigated the TQM practices such 
as employee management, leadership, training, supplier management, customer focus, 
process management, information and analysis, and continuous improvement on the 
export performance of appeal exporter firms of Sri Lanka. In this study, author used 
65 apparel exporters and analyzed the data using correlation and regression analysis 
and found a positive relationship between TQM practice and export performance. 
Therefore, study found the limited studies between TQM and SMEs' export 
performance, especially in the context of Pakistan. Additionally, author found mixed 
finding between TQM and firm performance relationship which calls for further 
research to confirm the relationship, especially in the context of exporting SMEs 
where research is still limited. Therefore, the following hypothesis is proposed; 
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H3: There is a significant relationship between total quality management (TQM) and 
export performance of SMEs 
3.2.4 The relationship between entrepreneurial orientation and export market 
orientation 
The relationship between EO and MO is based on the idea that market is the focus of 
attention of EO (Zortea-Johnston, Darroch, & Matear, 2012). The positive 
relationship between EO and MO has been shown by some researchers between EMO 
and export performance (Cadogan et al., 2016; Kayabasi et al., 2016; Pascucci et al., 
2016; Samson & Mahmood, 2015; Singh & Mahmood, 2013) while others studies that 
examined EO and MO relationship revealed that the two are correlated. Specifically, 
Sung, Choi, Kim, and Lee (2014) examined the relationship between EO, MO and 
corporate citizenship in the context of South Korea. They highlighted that EO has a 
positive effect on market orientation, hence EO has been shown to be an important 
contributor to successful new market entry and high performance. Similarly, Amin et 
al. (2016) investigated the relationship between EO, MO and firm performance in the 
context of Malaysia. They collected the responses of 500 firms and found a positive 
relationship between EO and market orientation, which in turn, further increases the 
firm performance. 
Moreover, Osman et al. (2011) conducted an in-depth study that investigates the 
effect of EO constructs namely; innovativeness, proactiveness and risk taking on 
market orientation cultural aspect namely; customer orientation, competitor 
orientation and inter-functional coordination. They found a strong effect of EO on 
market orientation. They further explained that EO dimensions such as innovation, 
proactiveness, risk-taking are influenced by the market changes. In another study, Keh 
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et al. (2007) investigated the relationship between EO (innovativeness, proactiveness, 
and risk taking) and cultural aspect of market orientation (information acquisition, and 
information utilisation). The study found a positive relationship between EO 
dimensions and Market orientation dimensions, which further improves finn 
perfo1mance. Similarly, Gonzalez-Benito et al. (2009) revealed that MO and EO must 
be maximised at the same time in order to achieve optimum organisational 
performance. Moreover, they found a strong relationship between EO and market 
orientation and strong relationship with firm performance. Another study that 
supported the above-mentioned relationship between EO and market orientation is 
(Matsuno, Mentzer, & Ozsomer, 2002). 
According to O'Cass and Weerawardena (2009) study, international SMEs differ from 
domestically operated SMEs in tenns of EO, innovation and firm size. On the basis of 
O'Cass and Weerawardena (2009) findings, there is a need to validate the EO 
relationship with export marketing orientation in the international market. In line with 
the above literature, the following hypothesis is proposed: 
H4: There is a significant relationship between entrepreneurial orientation and export 
market orientation of SMEs. 
3.2.5 The relationship between business network and export market orientation 
Previous literature has mentioned that firms' market orientation behaviour contributes 
to the improvement of their long-term customer relationships (Helfert, Ritter, & 
Walter, 2002), as well as enhances the business relationships such as commitment, 
cooperation between finns, thus further enhances firms' export performance (Racela, 
Chaikittisilpa, & Thoumrungroje, 2007; Racela & Thoumrungroje, 2014). The 
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possible usefulness of business networking is that these relationships help to obtain 
market intelligence (Kohli & Jaworski, 1990) and, provide superior customer value 
(Narver & Slater, l 990). 
In the same line of argument, Chang and Fang (2015) examined the relationship 
between business networking (inter-firm relationship) and export market orientation 
and found a positive significant relationship between two variables. The firms hold 
that strong inter-firm's relationships are a platform and mechanism for increasing 
firms' internal resources and testing the quality and authenticity of information. As 
the development process of market-oriented behaviour is characterised by path 
dependency (Raaij & Stoelhorst, 2008), the formation and implementation of market 
orientation depend on stimulation from antecedents. These antecedents may provide 
clues on how to develop the market orientation of an organisation (Kennedy, Goolsby, 
& Amould, 2003). Therefore, present study regards business networking as the key 
antecedents of EMO. 
In the context of Taiwan, Lin et al. (2014) investigated the business network, the 
inter-firm relationship and export market orientation. They also found a positive 
relationship between business network and export market orientation. Another study 
by Filatotchev, Su, and Bruton (2016) examined the relationship between market 
orientation, growth strategy and firm performance with moderating effect of external 
connection. The results showed a positive relationship between market orientation and 
firm performance under the business networking that is external connection or ties. It 
has been argued that business networks with international market knowledge would 
heighten the export performance of SMEs (Jin & Jung, 2016). As such, it is believed 
that business networking is very important for SMEs that enter the international 
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market (Gao, Ren, Zhang, & Sun, 2016). Moreover, Stoian et al. (2017) investigated 
the relationship between business network, foreign marketing knowledge and SMEs' 
export performance in context of UK. The study used SEM technique to analyse data 
gathered from 190 respondents of manufacturing sector and found a significant 
positive relationship between business network and export market orientation. 
Therefore, following hypothesis is proposed: 
Hs: There is a significant relationship between Business Networks and export market 
orientation of SMEs 
3.2.6 The relationship between total quality management and export market 
orientation 
According to previous literature, researchers argued that TQM provide a platform 
from a competitive advantage . Thus, TQM is supporting the development of market 
orientation culture in the firm (Santos-Vijande & Alvarez-Gonzalez, 2009). 
Moreover, Lam, Lee, Ooi, and Phusavat (2012) emphasized on linking the TQM and 
MO, since both emphasize on customer needs, wants and satisfaction. The adoption of 
TQM and MO require a good coordination with each other. Both TQM and MO are 
important for firm's structural designing and value-adding activities, as well as for 
managing the organizational change (Demirbag et al., 2006). Among many aspects 
that management should concentrate on is the restructuring of the organizational 
management, to handle the marketplace demands. 
TQM activity is market focused (Brown, 1993), where firms consistently align their 
internal processes to fit marketplace characteristics, thus assist firms in achieving 
sustainable competitive advantage. 
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Most of the researchers found a positive relationship between TQM and MO, which in 
tum increases firm performance. For example, Samat et al. (2006) examined the 
relationship between TQM practices, service quality and market orientation in the 
context of Malaysian domestic market. They found a positive relationship between 
TQM and service quality on market orientation. 1n another study, Wang et al. (2012) 
investigated the relationship between TQM, MO and firm performance using the 
sample of 588 hotels in China. They found a positive influence of TQM practices 
such as continuous improvement, leadership, learning, process management and 
employee fulfilment on MO construct (i.e. information generation, dissemination, and 
firm responsiveness), and these activities further improved the finn's fmancial and 
customer satisfaction performance. 
A similar study by Taleghani, Akhlagh, and Hoseini (2013) in Iran examined the 
relationship of TQM and market orientation and found a strong positive relationship 
between them. Using Spanish organizations, Miguel et al. (20 16) investigated the 
relationship between TQM and market orientation in care home services with 137 
sample size. They revealed that TQM sub-dimensions such as people, leadership, 
process management and resources management influenced the market orientation 
sub-dimensions gathering infonnation, dissension of information and 
implementation of response. 
Moreover, Bazazo, Alansari, Alquraan, Alzgaybh, and Masa'deh (2017) investigated 
the relationship between total quality management, market orientation and hotel 
performance in context of Jordan. The study used SEM technique on a sample of 191 
respondents and found a positive relationship between total quality management and 
market orientation. In another study, Pattanayak, Koilakuntla, and Punyatoya (201 7) 
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examined the relationship of TQM, market orientation and customer satisfaction and 
loyalty in banking sector of India. They study found a significant association between 
TQM and market orientation in India. 
Based on the above literature, study found the limited studies between TQM and MO 
as well as in international markets. Therefore, study proposed following hypothesis: 
H6: There is a significant relationship between total quality management and export 
market orientation of SMEs 
3.2.7 The relationship between export market orientation and export 
performance 
A voluminous literature has been carried out to examine the relationship of EMO and 
SMEs' export performance. Amongst them is the study of Singh and Mahmood 
(2013) who examined export market orientation and export performance of SMEs in 
the context of Malaysia and found a significant positive relationship between export 
market orientation and export performance outcomes namely profitability, sales 
volume, market share and new markets. Also, Samson and Mahmood (2015) 
conducted a study to investigate the relationship between export market orientation, 
learning orientation and export performance in a turbulent environment. They 
collected data from 201 Nigerian SMEs. Based on their results, export market 
orientation and learning orientation positively influence export performance. This 
means firms should have the market capability for superior competitive advantage and 
business performance. Similarly, Pascucci et al. (2016) investigated the effect of 
export market orientation on export performance of 300 Italian SMEs. They found 
that export market orientation influenced the export sales performance. 
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In a related study, Godwin Ahirnbisibwe and Abaho (2013) investigated the 
relationship between export market orientation, entrepreneurial orientation 
(innovation), and performance of exporting firms in Uganda. Their findings revealed 
an insignificant relationship between export market orientation and export 
performance. They also found a strong relationship between entrepreneurial 
orientation (innovation) and export performance. The insignificant relationship 
between export market orientation and export performance is because finns in 
Uganda are more focused towards innovation than export market orientation. From 
this review ofliterature, Alotaibi and Zhang (2016); Cadogan et al. (2016); Chang and 
Fang (20 I 5); Chung (2012); Kayabasi et al. (2016) have contributed towards 
understanding the association between export market orientation and export 
performance of the export firms, conducted in various contexts that is New Zealand, 
Taiwan, Saudi Arabia, United Kingdom, Turkey. They found a strong relationship 
between export market orientation and export performance of the firms in all contexts. 
Furthermore, Astini and Tafiprios (2017) examined the relationship between export 
market orientation and SMEs' export performance in the context of Indonesia. The 
study found an insignificant support between export market orientation and SMEs' 
export performance. In contrast, Singh et al. (2017) examined the relationship 
between export market orientation and SM Es' export performance in Malaysia using 
partial least square (PLS) techniques. The result of the study revealed that EMO has a 
significant influence on SMEs' export performance. 
Therefore, according to above literature, it is postulated that there will be a significant 
relationship between export market orientation and export performance of SMEs in 
the Pakistan as well. Thus, the following hypothesis is proposed: 
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H1: There is a significant relationship between export market orientation (EMO) and 
export performance of SMEs. 
3.2.8 Mediating role of export market orientation between EO, BN, TQM and 
SMEs' export performance 
In this study, export market orientation is proposed to serve as a mediating variable 
between entrepreneurial orientation, total quality management, business networking 
and SMEs' export performance. This proposition is based on the findings of several 
empirical research (e.g. (Aljanabi & Noor, 2015; Amin et al., 2016; Hadadian, 
Borhani, Nekahi, & Tolunia, 2014; Homburg, Krohmer, & Workman, 2004; Joseph & 
Francis, 2015; Lin et al., 2014; Ma & Huang, 2016; Moghadam & Hejazi, 2014; 
Siddique et al., 2016; Wang, Hult, Ketchen, & Ahmed, 2009; Wang et al., 2013) that 
found export market orientation as being a mediator variable between two variables. 
For instance, Homburg et al. (2004) examined the mediating role of market 
orientation between organizational strategy (i.e. product development strategy) and 
organizational performance. The study was conducted on a sample of 514 USA and 
Germany firms and found a significant mediating effect of market orientation on 
strategy and firm performance outcomes (i.e. customer satisfaction, market share and 
business profit). 
The studies by Hadadian et al. (2014) and Wang et al. (2009) also supported the 
above findings, in which they found market orientation mediation effect in their 
model. Specifically, Wang et al. (2009) found a significant mediating role of market 
orientation between knowledge management and firms' financial performance. On the 
other hand, Hadadian et al. (2014) investigated mediating role of market orientation 
and innovation on the relationship between knowledge management and firm 
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perfoonance. They found a stronger market orientation mediation effect than 
innovation mediation effect. Other studies such as Amin et al. (2016); Moghadam and 
Hejazi (201 4) also examined the market orientation mediating role between 
entrepreneurial orientation and firm performance and found a strong intervening 
effect of market orientation on the aforementioned relationship. 
In another study, Joseph and Francis (2015) conducted a study in Kenya and 
investigated the mediating effect of market orientation on organizational culture and 
financial institutions' performance. The study showed a strong relationship between 
organisational culture and financial institutions' performance due to the mediating 
role of market orientation. Similarly, Siddique et al. (2016) stated that marketing 
orientation plays an effective role between organizational factors such as owner 
attitude, decentralization of organizations, and reward system in increasing business 
growth. Specifically, in the context of exports, Lin et al. (2014) investigated the 
mediating effect of export market orientation (EMO) between inter-firm relationship 
and export performance of the finns. They found a strong meditating effect of export 
market orientation in their study. Inter-firm relationship is stronger due to export 
market orientation. In fact, export market orientation increases the financial condition, 
strategic performance, and competitive advantage of the firm in the international 
market. 
Furthermore, Baker and Sinkula (2009) conducted their study in context of United 
States to examine the relationship ofEO, MO and SMEs profitability. The study used 
88 responses to analyze the proposed relationships among variables. The study found 
a significant relationship between EO and MO, which in tum, influences the SMEs 
profitability. However, the direct effect of EO is found to be insignificant on the 
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profitability of SMEs. Moreover, Jin and Jung (2016) investigated the relationship 
between business networks, market knowledge and SMEs' export performance in 
context of United States of America. The study evaluated 105 exporting SMEs and 
found a significant influence of business network to market knowledge or export 
market orientation and market orientation positively contributed into SMEs' export 
performance. In another study, Wang et al. (2012) investigated the relationship 
between TQM, MO and hotel performance in context of Taiwan. The study analyzed 
588 responses through SEM statistical technique and found a significant mediating 
role of MO between TQM and firm performance. 
In line with the findings of these past studies of market orientation mediation effect in 
the context of businesses that engage in export, it is expected that export market 
orientation would play a similar role. That is, it would mediate the relationship 
between EO, BN, TQM and export performance of the SMEs in the context of 
Pakistan. Given that some researcher reported low or insignificant relationship 
between EO, BN, TQM and firm performance (Abdollahi et al., 2014; Aliyu, 2016; 
Babakus et al., 2006; Basu, Basu, Bhola, & Bhola, 2016; Dubey & Gunasekaran, 
2015; Feder, 2015; Felzensztein et al., 2015; Herzallah et al., 2014; Ho et al., 2016; 
Jabeen & Mahmood, 2015; Kaur & Sharma, 2014; Kenny & Fahy, 2011a, 2011b; 
Mutlu & Aksoy, 2014; Ngambi & Nkemkiafu, 2015; O'Neill, Sohal, & Teng, 2016; 
Papastamatelou et al., 2016; Sinha et al., 2016; Valmohammadi & Roshanzamir, 
2015), this warrant for the third variable that serve as a mechanism in the relationship 
to be investigated. In specific, this study proposes export market orientation as a 
mediator between EO, TQM, BN and firms ' export performance. According to Baron 
and Kenny (1986), a mediation is observed when the third variable (EMO) between 
the predictor variable and the dependent variable, showed the stronger relationship as 
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opposed to the main effect relationship. As such, the following mediation hypotheses 
are proposed: 
Hs: EMO mediates the relationship between EO and export performance of the firm. 
H9: EMO mediates the relationship between BN and export performance of the firm. 
H10: EMO mediates the relationship between TQM and export performance of the 
firm. 
3.4 Underpinning theory 
In this study, our main objective is to examine the role of resources & capabilities in 
export performance of SMEs in Pakistan. However, this study tried to integrate the 
resource-based view theory (RBV). 
3.3.1 Resource based view theory 
Resources based view theory has been considered as one of the substantial theory of 
strategic management (Akio, 2005). According to Wemerfelt (1984), the success of 
an organization is primarily determined by internal resources (assets and capabilities). 
The resource-based view anticipated a fmn as an embodiment of distinctive packaged, 
concrete, and intangible resources (Collis, 1994). These are assets-resources, 
capabilities-resources, processes-resources, management's attributes, information-
resources and knowledge-resources that are controlled by the firm (Barney, 1991 ). 
Barney ( 1991) gives a more detailed classification of a firm's resources, i.e. physical, 
human and organizational resources. Physical resources are tangible resources of the 
firm while human and organizational resources are intangible resources of the firm. 
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Human resources are person-specific, which include experience, training, judgment, 
skills and execution abilities of individuals within the firm. Organizational resources, 
on the other hand, are firm-specific, which include reporting structure, environmental 
scanning methods, cultural strength and relationships among members of the firm and 
its environment (Barney, 1991). Resources that are rare, valuable, inimitable and non-
substitutable (VRJN) are the primary contributors to sustainable competitive 
advantage and are viewed as intangible strategic resources. Because of these 
resources, the firm can produce competitive products and services which can create 
competitive advantage (Barney, I 991 ). 
Furthermore, resource base view has certain implications on the competitive 
advantage of the firm. First, the emphasis of RBV theory is on the significance of 
resources in the creation and sustainability of firm's competitive advantage and thus, 
a firm should create a mechanism to choose its unique available resources that possess 
high potential value (Makadok, 2001 ). Second, because both the internal and external 
environment was stressed on, it is important for the finn to gather extensive and 
updated information to make effective plans (Barney, 1991 ). In last, more 
importantly, this establishment of competitive advantage needs to be dynamic for the 
survival and growth of the firm in an ever-changing and ever-competitive market 
environment (Teece et al., 1997; Teece, Pisano, & Shuen, 2009).The theoretical sights 
of the RBV state that firms can create a competitive advantage to use the strategies 
which cannot follow by any competitors (Barney, 1991 ). On one hand, surprising 
dynamics in the industry such as entry of newcomers and the market such as changes 
in conswnption figures may binder the sustainability of competitive advantage 
(Leonidou, Katsikeas, Fotiadis, & Ch.ristodoulides, 2013). Therefore, firms would be 
focused on resources and capabilities (Barney & Wright, 1998). A company which 
87 
can get success to the produced competitive advantage that can produce maximum 
economic value than rivals (Newbert, 2008). 
Furthermore, many researchers criticized the RBV that this theory cannot sustain the 
sustainable competitive advantage (Kraaijenbrink, Spender, & Groen, 20 l 0). 
Moreover, RBV debated due to static nature (Newbert, 2008). Furthermore, many 
researchers contributed theoretically to overcome these limitations in RBV such as 
first, many researchers introduced the dynamic capability theory to compensate the 
static nature of the RBV theory (Ambrosini & Bowman, 2009). According to DC 
perspective, "successful firms in the world, which are capable of quickly satisfying 
the needs of the market and rapidly implementing product innovations, coupled with a 
managerial capability that effectively integrates a firm's internal and external 
competencies" (Teece et al., 1997). The DC perspective stated that the significance of 
a firm 's capability to adj ust, integrate, and rearrange organizatio nal resources to 
respond dynamic environments (Teece, 2007). In another view, resource advantage 
(RA) theory combine the RBV with customer demands. This theory supports to rear 
resources among the competitors and has the potential to create a superior market 
offering with respect to value or cost, which in tum, results in a competitive 
advantage in the market. A comparative advantage in resources may enable firms to 
increase a market position of competitive advantage (Hunt & Morgan, I 995t 
In conclusion, the RBV is a useful theoretical framework to throw the light on the 
nature of resources and capabilities that are essential for products and international 
diversification (Barney, Wright, & Ketchen, 2001). This perspective has been 
increasingly accepted as one of the key theoretical examples within the export 
literature (Freeman & Styles, 2014), due to the impact of a firm's ability to promote 
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its resources and capabilities on export-related consequences in an international 
context (Beleska-Spasova et al., 2012). The inclusion of the RBV in export-related 
studies would generate theoretically sound and practically significant results (ipek, 
2017; Zou & Stan, 1998). 
Furthermore, most of RBV researchers have focused on intangible assets, which 
include information (Sampler, 1998); dynamic capabilities (Teece et al., 1997); 
strategic orientations (Covin & Slevin, 1989; Lumpkin & Dess, 1996; Narver & 
Slater, 1990); and knowledge (Spender & Grant, 1996). Consequently, the present 
research is to examine the effect of the intangible and valuable resources such as 
TQM practices, EO, BN and EMO on the SMEs' export performance. A thorough 
literature review discloses that the variables chosen in this study have been 
underpinned by the RBV and best suitable for export studies in the context of 
Pakistan. However, EO is perceived as a heterogeneous, complex and unique 
entrepreneurial behaviour. It can likely give firm strengths and opportunities in 
various competitive environments and is a potential source of competitive advantage 
(Campos, Parra, & Parellada, 2012). According to Parida, Westerberg, Ylinenpiiii, and 
Roininen (2010) stated that an EO is a finn's VRIN resource since a firm with a high 
degree of EO could possibly be more innovative, a risk taker and act proactively. 
Firms that are more entrepreneurially oriented have the possibility of meeting market 
demands. They are more active in business in terms of exploring and implementing 
new ideas and products, in response to the business environment. 
In respect of Export market orientation dynamic capability entail complex and 
coordinated sets of skills and knowledge about exporting activities that are entrenched 
in the firm's internal routines (Zou, Fang, & Zhao, 2003). As socially complex and 
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eccentric organizations, capabilities and activities become unique to the firms and are 
therefore likely to be difficult to imitate by export market rivals. As value-creating 
mechanisms, export market orientation capability becomes a source of superior 
performance (Zou et al., 2003). In term of business networks and SMEs' export 
performance, the resource-based view (RBV) theory suggests that a firm's ability to 
target, acquire, and deploy "valuable, rare, inimitable, and non-substitutable 
resources" provides a basis for value creation and competitive advantage (Barney & 
Wright, 1998). Extending the RBV into the network context, resources obtained from 
networks fit some of these RBV criteria. First, network resources are valuable because 
they are purposefully invested for the expectation of future higher rents (Adler & 
Kwon, 2002). Second, network resources are relatively rare because the successful 
acquisition of such resources depends on path-dependent processes and social 
complexities (Ajayi, 2016; Yan, He, & Cheng, 20 l 7). Furthermore, in respect of total 
quality management (TQM) promote to alignment between firm process and 
employee, which in tum create a unique, rare and hard to substitute resource which 
enables a firm to produce the competitive advantage (Reed, Lemak, & Mero, 2000). 
TQM consider as one of the primary sources of competitive advantage (Belen Escrig-
Tena, 2004; Shenawy, Baker, & Lemak, 2007). 
Therefore, based on the VRIN nature of these resources, this study uses the RBV 
theory (Barney et al., 2001) that suggests a firm 's sustainable competitive advantage 
indeed results from a complimentary bundle of valuable resources. Moreover, the 
internal strengths and weakness of an organization are the ones that are easily 
controllable, somewhat external opportunities and threats (Spender & Grant, 1996). 
RBV of firms mostly emphases on internal strengths and weaknesses (Spender & 
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Grant, 1996). Hence, in this current study, RBV can be the best fit to between firm 
resources and firm performance. 
3.3.2 Dynamic capability view theory 
Resource-based view theory posited that resources are stable and static; while DCs 
theory stressed the need to renew, acquire, develop, and reconfigure their resources 
and this leads to resources mobility in the long run. Hence, RBV cannot explain firm 
behaviour and performance over time in a dynamic environment (Teece et al., 1997). 
This is in conformity with the view that DCs are tools a firm employs to influence 
existing resources configurations in order to generate, and configure new resource 
(Eisenhardt & Martin, 2000). DCs' contributions to the performance of the firm may 
happen in many ways; DCs can significantly impact the performance of the finn by 
giving room to the firm to recognize and act in response to opportunities by means of 
creating new processes, product and service which have the potentials to increase 
revenue (Makadok, 2001), DCs can also advance the pace of effectiveness with which 
a firm operates and respond to changes in its environments (Hitt, Bierman, Shimizu, 
& Kochhar, 2001 ). Therefore, DCs are needed to act as a mediator in the relationship 
of organizational resources and performance of the firm. 
The view of dynamic Capabilities explained that how finns can have sustained the 
firm competitive advantage in the dynamic business environment. 'Dynamic' means 
the volume to build and reconfigure capabilities to reply to the changes in the business 
environments (Teece et al., 1997). While the in respect of 'capabilities' refers to firm 
management regarding the adaption, integration and reconfiguration of the skills, 
resources and process according to the business environment. Moreover, "Capabilities 
are built and not readily available in the market" (Teece et al., 1997). According to 
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Teece (2007) stated that defines DC as "(a) to sense and shape opportunities and 
threats (b) to seize opportunities, and (c) to maintain competitiveness through 
enhancing, combining, protecting, and when necessary, reconfiguring the business 
enterprises and tangible assets". The absence of DC is threats that may hinder the 
ability of firms to maintain performance levels in new and changing environments. 
The dynamic capability line up with several important researched strategic 
orientations m management literature including export market orientation (EMO) 
(Diamantopoulos & Hart, 1993; Narver & Slater, 1990). EMO has been recently 
labelled as a dynamic capability (Barreto, 2010) due to its nature such as EMO focus 
on customers, competitors and the external market environment and guide to firms 
that introduce the resources and capabilities according to the business environment. 
The important idea is that to be a source of sustainable competitive advantage in a 
dynamic environment, EMO considered as a firm-level dynamic capability composed 
by three capacities such as (a) sensing market opportunities and threats; (b) seizing 
opportunities and neutralizing threats; (c) and reconfiguring the resource base of the 
finn in tune with emerging environmental demands. This above view of EMO 
perfectly presented that acquiring the market knowledge and utilizing that knowledge 
to create value for the customers and wealth for the firm by the optimum deployment 
of firm resources (Stoelhorst & Raaij, 2004). 
Basically, a major criticism of RBV is that RBV unable to explain about resources / 
capabilities development and deployment to sustain the market position (Wang & 
Ahmed, 2007). On the other hand, DCV theoretic stated that rather only simple 
possession of resources / capabilities is not enough to main the sustainability of 
market position, specially, in foreign context, therefore, fums should purposefully 
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configured and deployment the in-hand resources / capabilities to sustain the market 
position against competitor (Weerawardena, Mort, & Liesch, 2017). Subsequently, in 
dynamic capability perspective that export market capabilities entail the complex & 
coordinate skills and knowledge of exporting activities that are rooted with firm's 
internal routines (Villar, Alegre, & Pia-Barber, 2014). 
Moreover, in a dynamic business environment, EMO suggests that a firm should own 
the ability not only to continuously renew its market knowledge base but also its 
(tangible and intangible) resource base. As a dynamic capability, EMO is considered 
here as a higher order capability to transform the existing resources into dynamic 
capability, which can create a competitive advantage for the firm (Teece, 1986). As 
explained above conceptualization of EMO that is to be viewed as a mediating 
process between firms resources and firm performance, which lead to superior 
performance in a dynamic setting (Sett, 2017). 
Teece (2007) mentions that dynamic capabilities enable firms to not only adopt the 
business system (responsive behaviour) but also shape the market (proactive 
behaviour) through a combination of firm resources and this support firms' 
performance. Therefore, strategic orientation such as EO, TQM and BN in SMEs 
impact on both EMO and performance, and EMO enhances the relationship between 
strategic orientation and performance. However, EO helps to identify market changes 
while the risk-taking dimension helps to take the bold steps based on the market 
information. Furthermore, a combination of resources coupled with dynamic 
capabilities such as EMO difficult to imitate and firm can continually align rare 
resources to generate superior returns (Teece, 2014). In term of business, networks 
emerge in markets and allow to firms not only to adapt to changes in markets and in 
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technologies but also to create markets change that favours their competitive strengths 
(Mu & Di-Benedetto, 2011) . Total quality management work according to EMO 
capability response and developed the EMO capability and also process the market 
knowledge to fulfil the customers' needs and wants (Lam et al., 2012). Thus, in this 
present study undell)inning the research framework by dynamic capability theory, 
which also called extension ofRBV as well. 
3.5 Research framework 
Research framework is formed based on the resource base view (RBV) and the 
dynamic capability view (DCV) theories . The current study aims to investigate the 
relationship among resources (EO, BN, TQM) and capability (EMO) on the 
manufacturing SMEs' export performance, as past studies suggested that resources 
and capabilities are related (Morgan et al., 2004). Specifically, the current study 
focuses on the role of resources (EO, BN, TQM) for the development of capability 
(EMO), This study aims to assess the how and to what extent resources and 
capabilities influence the manufacturing SMEs' export performance. Furthermore, the 
current study examines the mediating role of capability (EMO) between resources 
(EO, BN, TQM) and SMEs' export performance. 
The present study research framework consists of three exogenous variables, which 
are entrepreneurial orientation (EO), business network (BN), total quality 
management (TQM); one intervening variable which is export market orientation 
(EMO) and the endogenous variable is the SMEs' export performance. There are ten 
hypotheses proposed in this study, and the proposed link among the variables can be 










3.6 Summary of the chapter 
HS= H5 ----+ H4 







In thls chapter, researcher discussed the discussed the variables conceptualisation, 
operationalization, and relationships based on previous studies. After the in-depth 
review of the previous studies on EO, BN, TQM, EMO and EP, study proposed ten 
hypotheses. At last, researcher discussed the underpinning theories, which are 





This chapter explains research methodology, which employed to accomplish the study 
research objectives. Essentially, this chapter is organised as following, research 
framework, research design, population, sample size, scales of the variables, validity, 
and reliability, pilot test, data collection procedures and a statistical test for data 
analysis. 
4.2 Research design 
Research design explains the strategy, procedure and process used to collect and 
generate the knowledge in specific areas of the study (Creswell, 2012). Saunders, 
Lewis, and Thornhill (2009) stated that research design is based on the research 
philosophy. There are two main type of research philosophy in literature, they are 
positivism and non-positivism or interpretivism (Saunders et al., 2009). The non-
positivism research philosophy employs qualitative research that emphasizes on an 
inductive approach to build theory. On the other hand, positivism research philosophy 
employed in a quantitative research that emphasizes the deductive approach to test, 
confirm and validate the theory. The current study adopted the positivistic research 
philosophy. The quantitative methodology is deemed fit to achieve the objective of 
the current study. Thus, the current study employed the quantitative research type to 
assess the relationship among EO, BN, TQM, EMO and SMEs' export perfonnance. 
The quantitative method allows for the involvement of a large number of respondent 
and also allows for a higher degree of generalisation of finding from sample to 
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population. Furthermore, the quantitative method recommended a find course of 
action. 
The collection and analysis of data refer to research design (Hair , Anderson, Babin, 
& Black, 20 l 0). The research type is selected according to research problem clarity. 
There are five type of research design generally such as cross sectional, longitudinal, 
case study and comparative design (Sekaran & Bougie, 2016). The current study 
adopted the cross-sectional approach for data collection. 
Furthermore, research method for data collect, Hair et al. (2010) identified that four 
research methods can use for quantitative research types, such as survey, experiments, 
observation and secondary data. The survey has been acknowledged as the most 
widely used social science data- gathering technique. It is the method of collecting 
data based on communication with a representative sample of the individual 
(Zikmund, Babin, Carr, & Griffin, 2013). There are many types of surveys such as a 
phone interview, the internet, polls opinion, and various types of questionnaires 
(Neuman, 2013). Surveys are the process of posturing many questions at a time and 
many variables are measured at once which give room to the gathering of expressive 
and examination of multiple hypotheses in one study (Neuman, 2013). 
Questionnaire survey method has been said to be the most general and appropriate 
method of producing primary data in the business study (Hair et al., 2010). Therefore, 
a questionnaire survey was adopted for this study. The questionnaire was used to ask 
questions regarding entrepreneurial orientation, total quality management, business 
networks, export market orientation and SMEs' export performance. The current 
study employed the questionnaire from previous published studies to measure the EO 
(Boso et al., 2012); BN (Thornton et al., 2014); TQM (Shafiq et al., 2017), EMO 
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(Cadogan et al., 2001) and SMEs' export performance (Shoham, Brencic, Virant, & 
Ruvio, 2008). 
4.3 Population and sample 
The population refers to a group of peoples, events or things of interests that the study 
tries to investigate (Sekaran & Bougie, 20 I 6). In this research, the target population 
refers to all exporting manufacturing SMEs in Pakistan. 
The sample is the sub-group of population (Cavana, Delahaye, & Sekaran, 2001). 
Sampling entails any process that draws a conclusion based on the measurement of a 
segment of the population (Zikmund et al., 2013). Sampling members are chosen 
from the population frame. Population frame lists all elements in the population where 
the sample is selected (Cavana et al., 2001). In this research, the manufacturing 
association directory is considered as the population frame of the study. The 
information in the directory regarding the firms' current export status was further 
confirmed by the trade development authority of Pakistan (IDAP) online web 
directory. This online web directory provides the population sample necessary 
information such as the respondent or owner / manager name, respondent telephone & 
fax numbers, company address, industry type, product and services offered and their 
current export markets. 
The sample of this study was selected from the population frame, which consists of 10 
sub-manufacturing sectors such as textiles/clothing, leather products, dental and 
surgical equipment's, pharmaceuticals, cutlery and stainless utensils, sports goods, 
light engineering such as electrical fans, auto parts, jewellery and jams and furniture 
industry. All these 10 sub-manufacturing sectors meet the SMEs guidelines/criteria, 
assigned by the small and medium enterprise development authority of Pakistan 
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(Small and Medium Enterprises Development Authority, 2016b ). Generally, the basic 
criteria used to determine which firms to be included in the population frame is that 
the business should meet the definition of small and medium enterprises as defined by 
SMEDA. Specifically, the finns must have fewer than 250 employees, and the firms 
should manufacture products, and thirdly, the films must also be involved in export 
business. Lastly, the business annual sales are less than 250 million PK rupees. As 
such, all the 10 sub-manufacturing sectors were considered as the population frame. 
Prior studies in export have used some of these requirements for developing countries 
(lbeh, 2004; Okpara & Kabongo, 2009). 
The current study identified 6994 manufacturing exporting SMEs from the 10 sub-
manufacturing sectors, which are export-orientated and meeting the SMEs definition. 
They are textiles (2072), surgical (1100), Sports goods industry (1000), leather 
industry (905), Jam and jewellery (448), Cutlery (218), Automobile parts (332), 
pharmaceutical (600), Fan industry (169) and Furniture industry (150). The 
population frame detail is presented in Table 4.1. 
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Table 4.1 
Detail oLe,oe,ulation sector-wise 
Sector name Sub-sector Association Name Website Total Members 
Textile Knitwear Pakistan Hosiery Manufacturer & Exporters Association http://wv..'W.phmaonline.com/ho 700 
me.asp 
Garments Pakistan readymade garments manufacturer & Exporters Association http://www.prgmea.org/ 450 
Clothing Pakistan textile exporters association http://www.ptea.org.pk/ 201 
Apparel Pakistan cotton fashion apparel manufacturer & exporters association http://www.pcfa.pk/members.ht 198 
m1 
Carpets Pakistan carpet manufacturers and exporters associations http://www.pcmea.corn.pk/ 337 
Towels Towel manufacturers association of Pakistan http://www.towelassociation.co 186 
ml 
Surgical The surgical instruments manufacturers association of Pakistan http://www.simap.org.pk/ 1100 
Sports Goods mixed Pakistan sports goods manufacturer & exporters association http://psgmea.org.pk/ 1000 
Leather Footwear Pakistan footwear manufacturer association http://www.pakfootwear.org/ 308 
Leather gloves Pakistan gloves manufacturers & exporters association http://www.pgmea.org.pk/ 263 
Leather garments Pakistan leather garments manufacturer & exporters association http://www.plgmea.pk/ 169 
Leather tanners Pakistan tanners' association http://www.pakistantanners.org/ 165 
Gem& mixed All Pakistan Gem merchants & Jewellers Association http://www.apgmja.org/ 448 
Jeweliers 
100 
Table 4.1 (continues 




Automobile Auto parts 




Source: The researcher 
Association Name Website Total Members 
Pakistan cutlery & stainless utensils manufacturers & exporters http://www.pcsumea.org/ index. 218 
association php 
Pakistan Pharmaceutical manufacturer association http://www:ppma.org.pk/ 600 
Pakistan Association of Automotive Parts & Accessories http://www.paapam.com/ 332 
Manufacturers 
& Pakistan Electric Fans Manufacturers Association 169 
All Pakistan furniture maker association http://apfma.org.pk/ 150 
6994 
Pakistan exporters directory (http://www.pakistanexportersdirectory.gov.pklindex.php) used to verify the activation of above mention exporters 
and size of the finns. 
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4.4 Sample size 
When the sample units in the target population under study are lirruted, the researcher 
may select the whole population rather than take a sample for the study (Zikmund et 
al., 2013). But when the size of the population is large, then it is not practical to 
collect the data from the whole population due to the lirrutation of many factors such 
as cost, resources, and personnel (Leary, 2016). Therefore, the researcher only took 
the sample from the target population. Furthermore, in respect of sample size, there 
are different views of researchers, i.e. sample which is less than 500 and larger than 
30 are usually considered appropriate to conduct the research study (Roscoe, 1975). 
About 6994 small and medium exporting firms were identified as a study's population 
frame. However, the current study used the Krejcie and Morgan (1970) table to 
deterrrune the sample size and this table ensuring the level of confidence and 
precision to ensure sampling error is rrunimised. Therefore, 364 firms were selected 
for response collection among the 6994 firms. Consequently, the sample size is in line 
with Saunders et al. (2009), where he has recommended that sampling size of the 
population size is approximately at 370. Nevertheless, the present study actual sample 
size is 365. 
Furthermore, in respect of response rate, according to Beh and Shafique (2016), the 
average response rate of manufacturing SMEs have been recorded at 46% in the 
context of Pakistan, which was considered low. Conversely, Salk.ind (2012); Saunders 
et al. (2009) suggested the large enough sample provides necessary confidence in the 
data, thus, they advised researchers should use the oversampling technique to attain 
the right sample size, which can properly represent the target population. However, 
according to their suggestions, an increment of 55% to the targeted sample size 
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to compensate the low response rate and control the sampling error and non-response 
issue. The final sample size used for the study about 564 for data collection. 
Moreover, a point to consider is that a reliable and valid sample size can enable us to 
generalize the findings from the sample to population (Sekaran & Bougie, 2016). 
Additionally, current study also made some efforts for high response rate such as 
follow up calls, mail, reminder e-mails and offered incentive to respondent (Sekaran 
& Bougie, 2016). 
4.5 Sampling technique 
The present study employed the multi stage sampling where the researcher combines 
the two-sampling techniques such as the current study was employed stratified 
sampling and simple random technique. The current study first used the stratified 
sampling technique to divide the manufacturing sector into homogenous sub-groups 
and then took the simple random sampling technique in each sub-group (Saunders et 
al. , 2009). 
However, firstly, the current study employed the proportionate stratified sampling 
technique, it bas a higher statistical efficiency (Cooper, Schindler, & Sun, 2003). The 
main purpose of this technique to represent the population according to sector-wise. 
The target population divided into different ten manufacturing sub-sectors. The 
population of the study is 6994 and sample size was drawn around 564. The current 
study used the proportional stratified sampling, and the sample size is selecting to 
apply the sample fraction (0.0806) in each stratum. 
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Table 4. 2 
The proportional stratified sampling 
Description Detail of sub-manufacturing sectors Total 
Textile Surgical Sports 
Leather / 
Pharma 
Jam / Auto 
Cutlery Fans Furniture 
Goods Footwear Jewelry Parts 
Population 2072 1100 1000 905 600 448 332 2 18 169 150 6994 
-
Stratum 
0 .0806 0.0806 0.0806 0.0806 0.0806 0.0806 0.0806 0.0806 0.0806 00806 proportion 0.0806 
--
Sample Size 167 88 80 73 48 36 28 18 14 12 564 
Source: The researcher 
After the identification of group wise sample size, the researcher took the simple random sampling technique to select the respondents from each 
sub-group (Sekaran & Bougie, 2016). Random selection of respondents was made to use Microsoft Excel 2016 (RAND) function (Saunders & 
Lewis, 2015). 
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4.6 Statistical test power analysis 
"Power analysis is the probability that statistical significance will be indicated if it is 
present" (Sekaran & Bougie, 2016). However, researchers should use G*Power to 
carry out the power analysis specific to model setups (Hair Jr, Hult, Ringle, & 
Sarstedt, 2016). In this current study, used the G*Power 3 .1. 9 .2 software with setting 
of post hoc a, power, effect size, 2 tested predictors (EMO, EP), total five predictors 
(i.e EO, BN, TQM, EMO and EP) and power analysis were conducted (Faul, 
Erdfelder, Lang, & Buchner, 2007). Hence, this study found 0.99 statistical power, 
this is indicated that the current sample size (364) of the study was clearly sufficient 
to identify the associations between SMEs' export performance and potential 
predictors such as EO, BN, TQM, EMO. G*Power results can be seen in the figure 
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4.7 Data collection procedure 
Data collection procedure includes identifying and selecting the respondent for the 
study, obtaining their pennission and collect the information to asking the questions 
(Creswell, 2012). The survey is based on questionnaires, which called primary data 
collection which uses to get the infonnation from samples of the individual (Zikmund 
et al., 2013). Hence, survey method of data coJlection was employed in this study , 
further used the structure questionnaire to get the response from respondent (Cavana 
et al., 2001 ). 
Furthermore, a single informant method used to get the information from exporting 
firms. First, survey telephone screening conducted to identify export managers that 
are dealing with firm exports and each of their contact information was also 
confirmed. After the identification of single informant, a request was made to 
approach them. Several literature and studies (Calantone, Tamer Cavusgil, Schmidt, 
& Shin, 2004; Cavusgil & Zou, l 994) support that export managers are suitable key 
informants, they are well-informed about the exports operations and could offer 
necessary information most especially, on the issues raised in this study. The current 
study sent the 564 questionnaires to SMEs owner / manager through pick and drop 
method and after one week, make reminder call for a good response. Moreover, an 
envelope with paid stamp was also provided to respondents for returning the 
questionnaire to researcher, particularly for the outskirts areas. Nevertheless, some of 
the respondents returned their response through e-mail. 
4.8 Unit of analysis 
Some of researchers consider finn -level as a unit of analysis (Katsi.keas et al., 2000) 
and some of scholars prefer firm's export venture for unit of analysis (Knight & 
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Cavusgil, 2004). Furthermore Knight and Cavusgil (2004); Slater and Narver (2000) 
considered firm level as the appropriate unit of analysis for export's study. Firm 
resources such as EO, TQM, BN, EMO, are profoundly establishing in the 
organisation rather than departmental level and constitute the beliefs and shared 
values throughout the organisation (Knight & Cavusgil, 2004). Therefore, film- level 
as a unit of analysis is appropriate for this study. 
4.9 Measurement of variables 
This section, discuss the variable measures and operationalization and scale adoption 
procedure from past studies. AH construct such as EO, BN, TQM, EMO and SMEs' 
export performance were operationalised based on items developed from prior 
studies. Further, selected the validated scale based on their reliability and validity 
from past studies. 
4.9.1 Measures of dependent variable 
The scale of export performance built by Zou et al. (] 998) with 9 items,. The current 
study is adopted Zou et al. (1998) latest version in context of firm level (Shoham et 
al., 2008). Furthermore, scale or EXPERF scale has been validated by many authors 
in different contexts such as Beleska-Spasova and Glaister (20 I 0) in UK; Shoham et 
al. (2008) in Slovenia; Navarro et al. (20 I 0) in Spain. Latest validation made by 
Ahamed and Skallerud (2013) in Bangladesh and Abeykoon and de-Alwis (20 I 6) in 
Sri Lanka. It is a multidimensional scale which covered both, financial and non-
financial measure of export performance in both objective and subjective terms. Also, 
this scale has empirically been validated in the USA and Japanese exporters (Zou & 
Stan, 1998), as well as in the UK and Australia (Styles, 1998). 
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Moreover, Shoham et al. (2008) adapted this measure and operationalised it as a 
unidimensional scale in the context of Slovenia. The instrument construct validity 
assessed in past study as well, however past found export perfonnance scale 
reliability value of a.= .94, and inter item correlations of .45 and corrected item to 
total correlations exceeded .71 (Shoham et al., 2008), which achieving convergent 
validity coefficient for the instrument. Furthennore, confinned the discriminant 
validity by rerunning the measurement model with correlations between every pair of 
Iatten 's variables constrained to 1.0 and unconstrained. The study operationalises 
SMEs' export performance as one-dimensional construct using the aspects of firm 
export profits, strategic performance and exports business satisfaction with nine items 
(Shoham et al., 2008). The export performance scale can be seen in table 4.3. 
Table 4.3 













Our firm export bas been very profitable. 
Our firm export has generated a high volume of sales. 
Our firm export has achieved rapid growth. 
Our firm export has improved our global competitiveness. 
Our firm export has strengthened our strategic position. 
Our firm export has significantly increased our global market 
share. 
The export performance of our firm has been satisfactory. 
Our firm export has been successful. 
Our firm export has fully met our expectation. 
Source: Shoham et al. (2008) 
4.9.2 Measures of entrepreneurial orientation 
Reliability 
0.94 
EO is a multidimensional construct (Covin & Miles, 1999; Miller, 1983). In this 
study, EO operationalised on the basis of three dimensions such as innovativeness, 
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risk taking and proactiveness. According to previous studies, such as Saeed et al. 
(2014) who reviewed 177 studies, they found 116 studies used innovativeness, risk 
taking and proactiveness sub-dimensions of EO. Only 5 studies used five sub 
dimensions of EO i.e. innovativeness, risk taking, proactiveness, autonomy and 
aggressiveness. 
Several authors operationalised EO via three dimensions: innovativeness, 
proactiveness, and risk-taking (Covin & Miles, 1999; Miller, 1983). The majority of 
past studies that were conducted on firm performance used these three constructs of 
EO at a unidimensional perspective (Ajayi, 2016; Amin et al., 2016; Campbell & 
Park, 2016) and some of multi dimensions (Boso et al. , 2012; Boso, Oghazi, et al., 
2016). Furthermore, this scale was validated by Boso et al. (2012); Cadogan et al. 
(2016) in UK; Boso, Cadogan, and Story (2013) in Ghana and Abiodun and Rosli 
(2014) in Nigeria. As such, the current study employed this scale to measure the 
entrepreneurial orientation construct. 
Furthermore, the Boso et al. (2012) run the measurement model to validate the 
instrument construct validity such as in term of construct internal reliability reported 
as EO dimensions Cronbach alpha reported as innovativeness a.-0.91, risk taking a.-92, 
and proactiveness a-78, these all values greater than threshold value 0. 70. Moreover, 
convergent validity reported as innovativeness 0.77, risk taking 0.74 and 
proactiveness 0.54, these all values are grater then threshold value 0.50 (Bagozzi & 
Yi, 1988). In term of discriminant validity past study used the Fornell and Larcker 
(1981) approach by comparing A VEs for each construct with square correlations 
between pairs of constructs, however all cases the A VEs were larger than the square 
correlations. Thus, EO operationalised to comprise of three dimensions such as 
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exports products innovation, exports risk taking, exports proactiveness (Boso et al., 
2012). Furthermore, the detail of scale can be seen in table 4.4. 
Table 4.4 
















Source: Boso et al. (2012) 
Items 
Our company has produced newer products 
for our export markets than our key export 
market competitors during the past five years. 
Oo average, each year we introduce newer 
products in our export markets than our key 
export market competitors. 
Industry experts would say that we are more 
innovative when it comes to introducing new 
products in our export markets. 
Relative to our main export competitors, the 
products, we offer in our export market(s) are 
Revolutionary 
Relative to our main export competitors, the 
products, we offer in our export market(s) are 
Inventive 
Relative to our main export competitors, the 
products, we offer in our export market(s) are 
creative. 
Top export manager of our company, in 
general, tend to invest in high-risk export 
projects. 
This company shows a great deal of tolerance 
for high risk export projects. 
Our export strategy is characterised by a 
strong tendency to take risks. 
Taking risk is part of our export business 
strategy. 
Our company seeks to exploit anticipated 
changes in our export market ahead of our 
competitors. 
Our company acts opportunistically to shape 
the export environment in which we operate. 
Our company consistently tries to position 







4.9.3 Measure of business network 
Networks contained three crucial components: namely, firm's ties, firm relationships 
and governance of the networks (Hoang & Antoncic, 2003). Firm ties are important 
because firms exchange the resources, information with each other and modify the 
resources and fulfil the shortage of resources through each other help. The firm 
relationship represents the long-term benefits such as information, resources, advice, 
and problem-solving, while governance of the networks is described as a force to keep 
the networks together such as affective bonds like trust, and social mechanisms such 
as power, influence, and the threat of ostracism and Joss of reputation (Zimmerman et 
al., 2009). These social mechanisms are informal, as opposed to formal governance by 
bureaucratic structures using written contracts. 
Based on the nature and source of relationship, networks can be divided into two 
broad categories, namely (1) personal networks (Jin & Jung, 2016) or informal 
contacts (Coviello et al., 1998) or social relationship (Coviello & McAuley, 1999) or 
informal networks (Shaw, 2006) and (2) inter-firm networks (Manolova et al., 2010) 
or formal contacts (Hutchinson et al., 2006) or business networks (Jin & Jung, 2016) 
or organisational networks (Premaratne, 2001). This study employs the tern1 "business 
network" - referred as the close and long-lasting relationship with the firm's important 
suppliers, customer, trade unions, competitors, government institutions (Axelsson & 
Easton, 2016; Ginting, 2015; Johanson & Vahlne, 2009). 
In addition, many of the past studies on business network, investigated these various 
types of network separately, and a few combined all the networks in one study (Jin & 
Jung, 2016). In this study, (esearcher will investigate the business network as a single 
construct (Ebbers, 2014; Mu & Di-Benedetto, 2011). 
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Therefore, the present study adapted the Thornton et al. (2014) scale for business 
network measurement, which is consisted of sixteen items. Furthermore, in respect of 
scale internal consistency coefficient observed as Cronbach alpha values such as 
information acquisition (a.= 0.86), opportunity enabling (u = 0.89), strong tie resource 
mobilization (a= 0.84), weak tie resource mobilization (a= 0.74), it shows no issue 
of reliability, these values greater than threshold value 0.70. In term of scale 
convergent validity (A VE) noticed such as IA (0.64 ), OE (0.62), STRM (0.50), 
WTRM (0.52), which is higher than threshold value 0.5. Furthermore, past study used 
the Fornell and Larcker (1981) criteria for discriminant validity and latent variables 
such as IA, OE, STRM, WTRM values are hjgher than the squared correlations 
between the latent variables (Thornton et al., 2014). Therefore, this adapted scale has 
no issue of reliability and validity and can be seen in table 4.5. Furthermore, BN 
operationalised as four sets of anticipated outcome-driven behaviours, specifical!y 
information acquisition, opportunity enabling, strong-tie resource mobilization and 
weak tie resource mobilization. Each of these dimensions reflects manifested 
behaviours, which capture a distinct way in which firms utilise their relationships to 
achieve their anticipated goals such as firm export performance (Thornton et al. , 
2014). 
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Table 4 .5 





















Our finn asks to business partners when we 
need information regarding any of the 
following: new business opportunities, 
competition or technology development in 
the market. 
Information provided by our business 
partners is helpful for us to make an 
infonned decision. 
By speaking to our business contacts, our 
firm is able to obtain the infonnation that is 
crucial to us. 
Information from our business contacts who 
work in a similar market can be useful for 
us. 
Our firm makes every effort to go out and 
networks in order to increase our reputation 
in the market. 
Our firm recognises that the value of 
working well with our business partners 
adds to the reputation of our products. 
Our firm invests in building up our 
reputation in the market by networking with 
our business panners. 
Our firm works toward becoming an 
effective business partner for other 
companies in the market (e.g., potential 
customers or suppliers). 
Matching our suppliers' capacity to the 
demands of our customers has been an 
important practice in our organisation. 
Our suppliers' ability is critical for us to 
satisfy our customers. 
Our firm has good relationships with both 
suppl iers and customers, has enabled us to 
adapt to changes in the market place. 
Our customer-focused approach is 
communicated to suppliers, so that they are 















Source: Thornton et al. (2014) 
Items 
Our firm initiates relationships with new 
business partners to gain local lmowledge in 
a new market. 
Our firm interacts with the end users of our 
customers. 
Our firm works closely with influential 
parties who have relationships with our 
direct customers to stimulate demand. 
Identifying our competitors' maJor 
customers helps us to get to know the needs 
and requirements of potential customers. 
4.9.4 Total quality management 
Reliability 
0.74 
According to TQM dimensions, several studies have examined the critical success 
factors of TQM (Black & Porter, 1996; Flynn et al., 1994; Pfau, 1989; Powell, 1995; 
Saraph et al. , 1989; Sila & Ebrahimpour, 2002). These critical success factors are 
divided in two aspects, i.e. management or soft practices, and technical or hard 
practices (Green, 2012; Hoang et al., 2010; lngelsson et al., 2012). Soft practices are 
related to management, human and principal aspects (Dahlgaard-Park, 2012; 
Leavengood et al., 2014). It includes many practices such as leadership, customer 
focus, employee relations. Technical or Hard TQM practices refer to quality tools and 
techniques, productions, and technical aspects (Chen, 2013; Vouzas & Psychogios, 
2007). Hard TQM practices include such as quality data and reporting, process 
management, and product/service design. Some authors investigated the soft TQM 
practice and others investigated the hard TQM practice. There are also authors who 
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combined both practices. Although many studies operationalised TQM based on 
practices, but still researches have no agreement for TQM operationalization. 
Some researcher used the EFQM business excellence model elements as TQM 
dimension to overcome the TQM operationalization issues (Shafiq, 2012; Shafiq et 
al., 2017; Go & Govers, 2000; Nwachukwu et al. , 2017). TQM is a multidimensional 
construct (Bou-L!usar, Escrig-Tena, Roca-Puig, & Beltran-Martin, 2009; Danny & 
Terziovski, 1999; Shafiq et al., 2017). 
In this study, researcher used EFQM Excellence framework for TQM 
operationalization, many studied suggested that EFQM dimension could be 
operationalised as TQM items (Westlund, 2001). Very limited studies validated the 
EFQM model in context of SMEs specially in developing country such as Pakistan. 
The questionnaire for this current study is based on EFQM excellence model criteria -
employed from the study Shafiq et al. (2017), the author used the five dimensions 
such as leadership, strategy and people having 6 items each, resources and process 
having 5 and 7 items respectively. In total there are 30 items to measure the TQM 
construct. The adopted scale has been validated in Pakistan manufacturing sector as 
well. 
Furthermore, scale reliability and validity also reported in past study as well. In term 
of construct reliability used the Cronbach alpha values which are leadership u-0.86, 
strategy a.-0.74, people u-0.87, resources a-0.75 and process a.-0.85. Moreover, 
convergent validity used the factor loading to validate the convergent validity and 
factor loading ranger reported 0.42 to 0.99 and significant with respective construct 
such as TQM. Furthermore, criterion-related validity reported in past duty which is 
about indicate the level to which items in a construct correlate with an external 
criterion, such as in past study TQM is the predictor and firm performance is the 
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dependent variable. However according to past study TQM and its dimensions have 
positive bivariate correlations with the construct of firm performance, and their values 
reported from 00 I 84 to 0.582, these relationships are significant at p<.001, thus 
criterion-related validity exists (Shafiq et al., 2017). Furthermore, TQM (EFQM) is 
operationalised to involve the leadership, strategy, people, resources and process in 
firm quality management, alternatively to achieve the customers' satisfaction at the 
lowest cost. (Muhammad Shafiq et al., 2017). The detail for instrument can be seen in 
table 4.6. 
Table 4.6 














Managers of our company view the cost as more 
important in comparison to the quality of 
products. 
Managers of our company present themselves as 
role models for the employees. 
Managers of our company ensure that employees 
are aware of the company's long-term plans. 
Managers of our company do not want to give 
authority to employees for them to take 
decisions about their jobs. 
Managers of our company continuously acquire 
and update their knowledge that is valuable for 
the organisation. 
Managers of our company encourage and 
participate in continuous improvement 
initiatives. 
In our company, the views of customers (the 
people/companies who buy or want to buy your 
company's products) are considered important 
while designing new products. 
In our company, the views of suppliers are 
considered while shaping the company' s 
objectives. 
In our company, the performance of competitors 
and best-in-class companies is assessed and 
analysed. 
In our company, systematic measurement of 
losses (such as production losses, the losses due 































Source: Shafiq et al. (2017) 
Items 
In our company, infonnation systems are in place 
to capture infonnation about customers and 
markets. 
In our company, periodically (e.g. after every 
three months, six months, or one year), 
organisational performance is evaluated against 
the set objectives and targets. 
In our company, formal processes are used 
regularly (attitude surveys, employees' briefing, 
etc.) to find out employees' opinions and views. 
1n our company, specific quality training is 
offered to employees. 
Tn our company, employees are encouraged to 
update their knowledge and skills. 
In our company, teamwork is a common practice 
within the organisation. 
In our company, employees have easy access to 
the relevant information. 
Encourage the employee' s opinions, suggestions 
about any of the activities of the organization. 
In our company, suppliers are encouraged to 
develop long-tenn partnerships with the 
organisation. 
In our company does not give preference to 
quality over costs while making purchase 
agreements with suppliers. 
In our company, performance of the suppliers is 
evaluated periodically. 
In our company, updated information and 
resources are provided to all employees to 
perform their jobs. 
rn our company tries to reduce the harmful effect 
of its activities on the envirorunent. 
In our company, proper procedures are 
established to perform different jobs. 
In our company, employees are aware of the 
parameters (temperature, pressure, etc.) of 
different processes, which are needed to be 
controlled for effective operation. 
In our company, performance of production 
processes is monitored. 
In our company, development and innovation of 
production processes are emphasised. 
In our company, the research and development 
(R&D) department is continuously working on 
the development and improvement of the 
products. 
In our company, production processes are 
capable of producing products according to 
design specifications. 
In our company, proper systems are in place to 






4.9.5 Export market orientation 
Market orientation (MO) is theoretically and empirically defined by Kohli and 
Jaworski (1990); Kohli et al. (1993) and Narver and Slater (1990), such authors have 
explained MO from a different perspective. Such as, Kohli and Jaworski (1990); 
Kohli et al. (1993) viewed MO as behavioural view, while Narver and Slater (1990) 
observed MO as an organisational culture aspect. With regard to the behaviour 
perspective, MO refers to "the organisation-wide generation of market intelligence 
pertaining to current and future customer need, dissemination of the intelligence 
across the department, and the organisation-wide responsiveness to it" (Kohli & 
Jaworski, 1990; Kohli et al., 1993). In this definition, Kohli et al. (1993) defined the 
three constructs of MO, which are (l) market intelligence - this is an ability of firms 
in which firms identify the customer future needs (2) intelligence dissemination - the 
steps in which organisations distribute the market information within organisation 
formally and infonnally (3) responsiveness - take the action to response intelligence. 
Extending the concept of MO into the international market/export context - termed as 
the export market orientation (EMO). According to Cadogan et al. (2009) firms 
market activities in export markets are termed as the export market behaviour, whicb 
is defined as export-focused generation, dissemination, and responsiveness to export 
market intelligence in international markets. Moreover, according to Cadogan et al. 
( 1999); Rose and Shoham (2002) export market oriented behaviour is different from 
domestic market-oriented behaviour due to several reasons, which are, international 
market stability are more complicated than domestic market, also activities of export 
market orientation require more investment resources than the domestic market. The 
operationalization of EMO, used the Kohli et al. (1993) (MAR.KOR) measurement 
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scale by Cadogan et al. ( 1999) in export context with some modification. Many 
researchers have validated the Kohli et al. ( I 993) scale after Cadogan et al. ( 1999) in 
their export performance research such as (Chang & Fang, 2015; Kayabasi et al., 
2016; Lin et al., 2014; Navarro et al., 2011; Samson & Mahmood, 2015; Singh & 
Mahmood, 2013). 
This study used Cadogan et al. (2001) shortened version of the Cadogan et al. (1999), 
this shorten version has been tested by many authors in different context. Such as 
Cadogan, Sundqvist, Salminen, and Puumalainen (2002) and Combe, Cadogan, 
Sundqvist, Puumalainen, and Salminen (2012) in Finland; Boso, Cadogan, et al. 
(2013) in Ghana; Boso, Annan, Adeleye, lheanachor, and Narteh (2016) in United 
Kingdom and Nigeria. 
Furthermore, consider the instrument validity in term of construct reliability, 
convergent and discriminant validity. The past study reported the reliability of EMO 
dimension such as in form of Cronbach alpha values Export market information 
generation a-0.77, Export market intelligence dissemination a-0.88, Export market 
responsiveness a-0.76 respectively. The convergent validity of the construct reported 
as EMIG (0.41 ), EMID (0.61 ), EMR (0.52) and furthermore, discriminant validity 
addressed that the correlation between the factors was set at unity and then freed 
(Cadogan et al., 2001). Therefore, the adapted instrument free from reliability and 
validity error issue, the past results regarding adapted instrument reliability and 
validity motivate to researcher to employ in context of Pakistan for further validation. 
The detail of adapted instrument can be seen table 4.7. The operational definition 
export market orientation entails processes that involve: "(a) the generation of market 
intelligence pertinent to the firm 's exporting operations (b) the dissemination of this 
information to appropriate decision makers, and (c) the design and implementation of 
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responses directed towards export customers, export competitors, and other 
extraneous export market factors which affect the firm and its ability to provide 
superior value for export customers" (Cadogan et al., 2001). 
Table 4.7 
Measures of export market orientation 
Dimensions 
EMIG I . 
EMIG2. 
Export market 
















In our firm, we generate a lot of information 
concerning trends (e.g. regulations, technological 
developments, political, economic) m our export 
markets. 
Our fimi constantly monitors our level of commitment 
to serving export customer needs. 
Our firm is slow to detect fundamental shifts in our 
export environment (e.g. regulation, technology, 
economy). 
Our firm periodically reviews the likely effect of 
changes in our export environment (e.g. regulation, 
technology). 
Our firm generates a lot of information in order to 
understand the forces that influence our overseas 
customers' needs and preferences. 
Too much information concerning our export 
competitor is discarded before it reaches decision 
makers.(-) 
Information which can influence the way we serve our 
export customers takes forever to reach export 
personnel(-) 
Important information about our export customers is 
often 'lost in the system'.(-) 
Information about our export competitors' activities 
often reach relevant personnel too late to be of any use. 
(-) 
Important information concerning export market trends 
(regulation, technology) is often discarded as it makes 
its way along the communication chain.(-) 
[f a major competitor were to launch an intensive 
campaign targeted at our foreign customers, we would 
implement a response immediately. 
Our firm is quick to respond to significant changes in 
our competitors' price structures in foreign markets. 
Our firm rapidly responds to competitive actions that 
threaten us in our export markets. 





For all measures, a seven-point Likert scale ranging from 1 (Strongly disagree), 2 
(Disagree), 3 (Somewhat disagree), 4 (Neutral), 5 (Somewhat agree), 6 (Agree), 7 
(Strongly agree) was used to ensure high statistical variability among survey 
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responses (Choi & Eboch, 1998). A seven-point scale is preferred to a five-point 
scale considering the following: (a) It increases variance in measures and provides 
more granularity. (b) Prevents people from being too neutral to their responses. (c) 
The psychometric literature suggests that having more scale points is better but there 
is a diminishing return after around I I points (Nunnally & Bernstein, 1978). 
Furthermore, bad effect due to skewness is reduced for more scale points. In respect 
of reliability is optimised with a seven-point scale (Colman, Norris, & Preston, 1997). 
4.10 Data analysis 
The study data analysed through using the Statistical Package Social Sciences (SPSS-
25). Firstly, the collected data recorded into SPSS-25. Secondly, cleaning the data 
such as missing entries and outliers. Lastly, the descriptive test is conducted to 
compare and describe the demographics. 
In the second phase for inferential statistics analysis that the current study employs 
the Partial Least Squares Structural Equation Modeling (PLS-SEM) method to testing 
the hypotheses. The PLS-SEM has becomes an important method for investigating the 
correlational links between latent variables (Hair et al., 2010). Generally, PLS-SEM 
is used for complex modeling multivariate analysis that investigate the relationship 
between observed and latent variables (Vinzi, Chin, Henseler, & Wang, 2010). The 
PLS-SEM is a non-pararnetti.c and flexible tool for statistical model building, testing 
and predicting the theory (Lowry & Gaskin, 2014). 
Afthanorban (2013) stated that for the confirmatory of factor analysis, is better to use 
the PLS-SEM path modeling to get a better result. There are some advantages of PLS-
SEM such as strong handling of non-normal data because it is more flexible in its 
assumptions about the normality of the distribution of variables (Henseler, Ringle, & 
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Si.n.kovics, 2009). Moreover, small sample size, prediction, and abnormality of data 
are the added advantage for PLS-SEM (Hair, Hult, Ringle, & Sarstedt, 2014). PLS-
SEM is better than the first generation and another method such as the covariance-
based regression models. PLS-SEM is employed for this study due to the complex 
model. PLS-SEM is very useful for complex models that consisted of chains, such as 
higher order constructs with mediation and moderation relationships (Lowry & 
Gaskin, 2014). Therefore, in this study, used the smartPLS v 3.0 to determine the 
reliability, convergent validity, discriminant validity, significance of the path 
coefficient, coefficient determination and the effect size of the constructs. 
4.11 Instrument validity 
4.11.1 Face and content validity 
The survey research starts with analysing the language of selected instrument. 
However, researchers used the systematic process to establish the language clarity and 
relevancy of the instrument as recommended by Brislin, Lonner, and Thorndike 
( 1973) and Lynn (I 986) through face and content validity examination. Expert 
opinion was taken regarding the scale's face and content validity i.e. items are clear 
and measuring the right construct. Experts included a senior's lecturer, an assistant 
professor from the School of Business Management, Universiti Utara Malaysia, 
Malaysia, and a professor from School of Business Administration, South China 
University of Technology, China. Further, few questionnaires were given to SMEs 
owner-manager. 
Based on expert's opinion some of items were rewrite and double barrel questions 
solved conectly. After the face and content validity final version of instrument can be 
seen in appendix B. 
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4.11.2 Construct validity 
Construct validity is explained as the extent to which a measure is measuring a 
construct it claims to be measuring (Venkatraman & Grant, 1986). Basically, 
construct validity main objective is to examine the agreement between theoretical 
concept and specific measuring trick (Trochim, 2006). However, in term of construct 
validity used the three most popular criteria such as internal consistency of 
operationalization, convergent validity and discriminant validity (Bagozzi & Yi, 
1988). The first criteria called internal consistency of measurement such as Cronbach 
alpha consistency coefficient. Secondly, convergent validity coefficients are 
correlations between measures of same construct using different instruments and 
should be in the range of .85 to .95 or higher (Sullivan, Karlsson, & Ware, 1995). 
Lastly discriminant validity coefficients are correlations between measures of 
different constructs using same instrument and should be lower than convergent 
vahdity coefficients and the instrument reliability coefficients (Churchill, 1979). 
However, the construct validity verified in pilot test, it is explained in next portion. 
4.12 Pilot study 
The pilot test as suggested by Bradburn, Sudman, and Waosink (2004) was conducted 
involving respondents from the same pool of population. The purpose of pilot testing 
is to ensure the reliability, content validity, readability, wording, format, sequencing 
and clarity of questions. It is also used to determine the length of time required for 
completion as it also establishes the accuracy and appropriateness of the research 
design and instrumentation. In addition to that, it also provides proxy data for 
selection of a sample (Saunders & Lewis, 2015). Based on the feedback of pilot test, 
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final changes were made. Expert's opinion and comments were requested to ascertain 
the language and structure of the instrument. 
When testing theoretical constructs, reliability and internal consistency of a 
measurement instrument are important. It is primarily done to check whether the 
measurement is reliable and produce the results that are intended to be measured. 
Internal consistency can be anticipated and determined using a reliability coefficient 
such as Cronbach's alpha (Saraph et al., 1989). In this research Cronbach's alpha was 
assessed separately for each measure of the survey questionnaire. According to 
Onwuegbuzie and Daniel (2002) Cronbach- alpha is a common method to estimate 
the internal consistencies of items. However, the pilot study is conducted to remove 
and fix any doubts regarding current study scale reliability and validity. Hence, the 
final instruments of present study incorporated the pilot study's suggestion and 
considerations. 
Consequently, the sample size in pilot study is commonly small (Fink, 2003), and can 
be increased up to 100 responses (Dillman, 2011). However, the current study 
distributed 60 questionnaires randomly in the manufacturing industry by drop and 
pick method. The scale of the study was gauged on seven-point Likert scale and 50 
questionnaires were returned out of 60 questionnaires. Among the 50 questionnaires, 
five were found un properly fi lled, hence only 45 questionnaires were considered 
useable for further analysis. The response rate was recorded at 75%. 
The content and face validity were conducted to make sure the scale is understandable 
and relevant to industry characteristics. Secondly, the study conducted the reliability 
test with the Cronbach alpha criteria (Sekaran & Bougie, 2016). The SPSS 25 
statistical software was used to conduct the Cronbach alpha reliability analysis. 
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4.12.1 Reliability ana]ysis 
SPSS-25 was used to extract the Cronbach alpha values. However, found the all 
contracts Cronbach alpha values more than threshold such as 0.70. George and 
Mallery (2003) provided the rule of deciding the Cronbach alpha value - "a> 0.9-
Excellent, a< 0.8- Good, a< 0.7- Acceptable". According to Sekaran and Bougie 
(2016) "reliabilities less than 0.60 are considered to be poor, those in the 0.70 range 
are acceptable, while over 0.80 is good". Therefore, all constructs were found reliable 




SMEs' export performance 
Entrepreneurial Orientation 
Export Market Orientation 
Business Networks 
Total Quality Management 
Total 
4.12.2 Validity analysis 













SmartPLS 3 was employed to evaluate the instrument validity. Nevertheless, in 
respect of the constructs internal consistency to use the Cronbach alpha, rho and 
composite reliability criteria, these all three criteria have 0. 70 threshold values 
(Nunnally & Bernstein, 1978). Thus, the current study internal consistency of the 
construct found above 0.70 values in all three measures. Furthermore, convergent 
validity of the construct evaluated using the average variance and items loading 
methods to validate the constructs. The current study found the all constructs A VE 
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values greater than 0.50 and as well as all items observed more than threshold values 
and meeting the A VE values of all constructs (Hair et al., 2014). The results of 
internal consistency and convergence validity can be seen in Table 4.9. 
Table 4 .9 
Internal consistency and convergenl validity 
Average 




EO 0.920 0.940 0.931 0.516 
TQM 0.961 0.969 0965 0.511 
BN 0.933 0.944 0.941 0.500 
EMO 0.846 0.854 0.885 0.527 
SMEEP 0.920 0.938 0.932 0.607 
Furthermore, the discriminant validity was analysed to determine the model external 
consistency. There are three criteria to validate the discriminant validity such as 
Fornell and Larcker, cross loading and Heterotrait-Monotrait ratio of correlations 
(HTMT). 
According to Fornell and Larcker (1981) stated that the value of the variables was 
compare with the square root of A VE's. Finally, as explained in table 4.10 all the 
correlations among the variables are lower than square root-averages (A VEs) as 
which are balded in crosswise. 
Table 4. I 0 





Table 4 .10 (continues) 
Constructs BN 
SMEEP 0.537 


















In respect of cross loading, Chin ( 1998) stated that each indicator loading should be 
greater than all its cross-loadings. Otherwise, "the measure in question is unable to 
discriminate as to whether it belongs to the construct it was intended to measure or to 
another (i.e., discriminant validity problem)" (Chin, Peterson, & Brown, 2008). 
However, achieve the cross loading and results can be seen in Table 4.1 1. 
Table 4. 11 
Cross loadings 
Items BN EMO EO SMEEP TQM 
BNI 0.589 0.439 0.233 0.139 0.396 
BNIO 0.724 0.574 0.299 0.438 0.420 
BNII 0.711 0.663 0.346 0.438 0339 
BNl2 0.629 0.610 0.289 0.323 0.461 
BN13 0.767 0.561 0.261 0.439 0.572 
BN14 0.846 0.598 0.491 0.525 0.582 
BNl5 0.533 0.495 0.543 0.258 0.499 
BNl6 0.729 0.658 0.427 0.487 0.579 
BN2 0.721 0.539 0.29 0.351 0.551 
BN3 0.674 0.426 0.341 0.299 0 534 
BN4 0.670 0.482 0.255 0.337 0.538 
BN5 0.743 0.55 0.494 0.445 0.538 
BN6 0.612 0.396 0.322 0.149 0.482 
BN7 0.756 0.532 0.362 0.336 0.469 
BN8 0.849 0.552 0.279 0.414 0.505 
BN9 0.689 Q.405 0.14 0.311 0.392 
EMO! 0.536 0.808 0.553 0.412 0 .51 
EMO!! 0.451 0.536 0.359 0.41 I 0.368 
EMO1 2 0.616 0.76 0.445 0.59 0.397 
EMOl 3 0.398 0.672 0.557 0.538 0.448 
EMO2 0.611 0.694 0.441 0.459 0.378 
EMO4 0.624 0.763 0.585 0.42 0.605 
EMO5 0.608 0.808 0.651 0.552 0.569 
EO I 0.272 0.556 0.827 0.611 0.455 
EOI0 0.225 0.458 0.775 0.23 1 0 .393 
EOll 0.095 0.385 0.679 0.24 0.094 
EO12 0.417 0.602 0.804 0.475 0.347 
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Table 4.11 (continues) 
Items BN EMO EO SMEEP TQM 
EO13 0.516 0.659 0.S92 0.629 0.606 
EO2 0.386 0.575 0.793 0585 0.45 
EO3 0.102 0. 151 0.473 0.258 -0.064 
EO4 0.364 0.444 0.784 0.366 0.337 
EO5 0.465 0.314 0.S12 0.276 0.161 
£06 0.49 0.624 0.887 0.498 0.509 
EO7 0.417 0.539 0.628 0.421 0.245 
EO8 0.228 0.484 0.732 0.308 0.386 
EO9 0.093 0.432 0.718 0.275 0.146 
EPl 0.026 0.318 0.195 0.591 0.032 
EP2 0.086 0.227 0.328 0.675 0.271 
EP3 0.435 0.524 0.521 0.841 0.518 
EP4 0.475 0.497 0.407 0.808 0.399 
EP5 0.321 0.433 0.508 0.817 0.578 
EP6 0.533 0.564 0.506 0.81 0.503 
EP7 0.517 0.708 0.642 0.801 0.602 
EP8 0.602 0.639 0.499 0.789 0.608 
EP9 0.406 0.618 0.5 14 0.842 0.466 
TQMI0 0.475 0.429 0.283 0.309 0.733 
TQMII 0.381 0.463 0.487 0.453 0.740 
TQM12 0.46 0.417 0.381 0.433 0.826 
TQM1 3 0.336 0.382 0 .32R 0.326 0.736 
TQM14 0.41 I 0.482 0.386 0.502 0.779 
TQM1 5 0.521 0.608 0.537 0.701 0.876 
TQM1 6 0.443 0.475 0.262 0.5 16 0.7S8 
TQMl7 0.432 0.434 0.256 0.418 0.772 
TQM18 0.585 0.553 0.361 0.55 0.788 
TQM19 0.465 0.327 0 144 0.289 0.578 
TQM2 0.535 0.676 0.689 0.491 0.72S 
TQM21 0.559 0.468 0.382 0.437 0.621 
TQM22 0.586 0.461 0.179 0.443 0.704 
TQM23 0.485 0.449 0.273 0.379 0.695 
TQM24 0.729 0.609 0.364 0.446 0.811 
TQM25 0.504 0.422 0.274 0.436 0.852 
TQM26 0.491 0.439 0.38 0.358 0.703 
TQM27 0.453 0.318 0.276 0.42 0.761 
TQM28 0.446 0.428 0.395 0.472 0.722 
TQM29 0.613 0.348 0.107 0.373 0.S77 
TQM3 0.379 0.419 0.435 0.324 0.5S9 
TQM30 0.442 0.296 0 .262 0.402 0.661 
TQM5 0.54 0.529 0.336 0.429 0.444 
TQM6 0.651 0.671 0.534 0.604 0.8S8 
TQM7 0.447 0.402 0.399 0.324 0.492 
TQM8 0.483 0.192 0.120 0.247 0.467 
TQM9 0.407 0.351 0.461 0.335 0.798 
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Additjonally, the Heterotrait-Monotrait ratio of correlations (HTMT) is a new method 
for assessing discriminant validity in PLS-SEM, which is one of the key building 
blocks of model evaluation (Henseler, Ringle, & Sarstedt, 2015). If discriminant 
validity is not established, researchers cannot be confirmed that the results of 
structural model are real, or whether they are merely the result of statistical 
inconsistencies. The HTMT criterion clearly outperfonns standard approaches to 
discriminant validity assessment such as fornell and Larcker criterion and cross-
loadings, which are largely unable to detect a lack of discriminant validity (Hair Jr et 
al., 2016). However, HTMT ratio should not be more than one (1), thus current study 
found the all HTMT values less than one ( l) and validated all study constructs 
discriminant validity, results ofHTMT values can be seen in Table 4.12. 
Table 4 .12 
HTMT 
BN EMO EO SMEE? TQM 
BN 
EMO 0.848 
EO 0.498 0.764 
SMEE? 0.524 0.718 0.579 
TQM 0.739 0.709 0 .502 0.595 
4.13 Chapter summary 
This chapter explains the study population and sample frame employed from the 
TDAP directory. In addition, the sample size, sampling method, survey questionnaire, 
and data collecti on strategy are also explained. Lastly, this chapter describes the data 
analysis techniques used in this study - the SPSS and PLS-SEM. 
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CHAPTER FIVE 
DATA ANALYSIS AND FINDINGS 
5.1 Introduction 
This chapter presents the analysis of the response rate received in this study, handling 
missing data, outliers, assessment of data normality, multi collinearity, reverse coded 
items, assessment of non-response bias test, analysis of common method variance test 
and representation of sample demographics. Further, this chapter covers the 
confirmatory factor analysis, measurement and structural model assessment. All the 
statistical techniques used to make the final decision regarding acceptance and 
rejection of study hypotheses are detailed in this chapter. 
5.2 Response rate 
A total of 564 questionnaires were distributed to exporting manufacturing SMEs to 
industrial cities, such as Karachi, Lahore, Faisalabad, Sialkot, Gujrat, Gujranwala, 
Wazirabad, Kasur, Multan, Hyderabad, Peshawar and Chiniot. These manufacturing 
SMEs are working in ten export-oriented sub-sectors, such as textiles industry m 
Karachi, Lahore, Faisalabad, Multan and Hyderabad, Leather industry working m 
Karachi, Lahore, Kasur and Sialkot, whereas 90 percent of Surgical, Sports goods, 
Cutlery and utensils industries are working in Sialkot, Wazirabad, Gujranwala and 
Gujrat. On the other hand, Electrical Fan industry operates in Gujrat and Gujranwala 
districts. Moreover, automobiles parts manufacturers are working in Lahore, Karachi 
and Gujranwala, Jams and Jewelry satiated in Hyderabad, Karachi and Lahore. In 
respect of pharmaceutical firms are working in Lahore and Karachi, Furniture 
companies found in the areas of Chiniot, Gujrat, Peshawar, Lahore and Karachi. 
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A total of 5 64 questionnaires were sent to SMEs owner or manager using pick and 
drop method. After one week, follow up calls were made for a good response. 
Moreover, for the convenience of respondents, mail envelop with a paid stamp were 
provided. Some of the respondents demanded to give feedback through e-mail, and 
the response was received through it After the utilization of all the data collection 
strategies, 372 questionnaires were collected. From the 372 questionnaires, 4 
questionnaires were found to be blank, and 4 did not fulfil the criteria of the study 
because the respondents are no longer in the export businesses. The 364 
questionnaires were used for analysis and received 64.54% average response rate. 
This response rate is found to be similar with the previous studies such as (Beh & 
Shafique, 2016; Hassan, Burek, & Asif, 2017; Hassan, Shaukat, Nawaz, & Naz, 2013; 
Jawad Hussain, Ismail, & Akhtar, 2015; Khalique et al. , 2015). This response rate is 
better than previous studies due to a good effort by the researcher to send them a 
weekly reminder. It is also due to the reason that exporting SMEs are more advanced 
than domestic-oriented SMEs. Internationalization focused SMEs are more dynamic 
and use advanced technology and provide good services to customers. Based on these 
reasons, maximum response was gained in this study. The respondents gave feedback 
to the mail and e-mail in a short time and replied to the reminders which were sent to 
them on weekly basis. 
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Table 5.1 
Detail of response rate sector wise 
Sports Jam and 
Response Textile Surgical Leather Pharma Auto Parts Cutlery Fans Furniture Total 
Goods Jewelry 
No of distributed 
Questionnaire 167 88 80 73 48 36 28 18 14 12 564 
Returned Questionnaire 111 58 52 48 32 24 18 12 9 8 372 
Useable Questionnaire 109 57 52 47 32 23 18 11 8 7 364 
Response Rate 65.26% 64.77% 65% 64.38% 66.66% 63.88% 64.28% 61.11% 57.14% 58.33% 64.54% 
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5.3 Characteristics of sample 
Demographics are divided into two categories, one is about the finn profile and other 
is about the respondents' profile. The details are discussed below. 
Firm characteristics or profile are related to the nature and size of business. According 
to study population and sample criteria, the firm profile must be within the fixed 
criteria such as firms must be from product manufacturing line and participate in 
export business. As for the size of the business, the firm must lie within small and 
medium business definition. Therefore, the firms which do not fulfil the study sample 
selection criteria were excluded. The details of selected firms are shown in Table 5.1. 
However, with respect to the nature of business, 29.7 percent firms are engaged in 
textile business, 15.7 percent in surgical business, 14.3 percent in sports, 12.9 percent 
in leather products, 8.8 percent in pharmaceutical business, 6.3 percent in jams and 
jewelry, 4.9 percent in automobiles parts, 3.3 percent in cutlery, 2.2 percent in 
electrical appliances such as fans, and 1.9 percent were involved in furniture business. 
Moreover, in terms of business scope, 91.2 percent firms are doing both export and 
local market and 8.8 percent finn only focus the export markets. Furthermore, only 
firms having less than 250 employees and annual sales turnover less than PKR 250 
million were considered. The details of firm profiles are mentioned in the Table 5.2. 
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Table 5.2 
Profile of firm 
Characteristics Frequency Percentage(%) Cumulative(%) 
Nature of business 
Automobile parts 18 4.9 4.9 
Chemical/ 
32 8.8 13.7 
Pharmaceutical 
Cutlery 12 3.3 17.0 
Electrical (fans) 8 2.2 19.2 
Furniture 7 1.9 21.2 
Jams & Jewellery 23 6.3 27.5 
Leather 47 12.9 40.4 
Sports 52 14.3 54.7 
Surgical 57 15.7 70.3 
Textile 108 29.7 100 0 
Scope of business 
Both (Local & Export) 332 91.2 91.2 
Export 32 8.8 100.0 
Number of employees and ftrm annual sales turnover 
<250 employees 364 100.0 
100.0 
<PKR 250 million 364 100.0 100.0 
The second portion of the demographics belongs to the respondent's profile, which 
includes respondent's age, gender and education level. As for the respondent age, 36 
percent of the respondents are recorded to have age between 3 I years and 40 years, 
27.7 percent employees are between 41 years and 50 years, 22.23 percent are between 
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20 years and 30 years, and 14 percent are found to be above 50 years. In terms of 
respondent's gender, 93.4 percent are male and only 6.6 percent are female, which 
means the result showed a male dominant culture. Finally, in terms of respondent 's 
educational level, most of the respondents are from Master level which is 34.3 
percent. The rest of the respondents were recorded as 33.5 percent from Degree level 
education, 27.7 percent Diploma level and only 8 percent are recorded from MPhil 
























































5.4 Descriptive statistics of constructs 
In this analysis derived the variables descriptive values such as minimum, maximum, 
mean, variance and standard deviation values. The questionnaire employed the 7-
point Likert scale to measure the study variables, with 1 showing the minimum value 
whereas 7 represents the maximum value. 
This study found that export performance (EP) has the mean value of 4.90 with the 
highest standard deviation of 1.20, and the highest variance of 1.44. Entrepreneurial 
orientation (EO) has the mean value of 4.77 with the standard deviation 0.882, and the 
variance of 0.778. Business network (BN) has the mean value of 5.16 with the 
standard deviation of 0. 711, and the highest variance of 0.506. In respect of export 
market orientation recorded the mean value of 4.75 with the standard deviation 0.886, 
and the variance of 0.785. Meanwhile, the minimum and the maximum values are 
reported as 2 and 7 respectively for EP, BN and; 1 and 7 for EO, TQM, EMO, 
respectively. In brief, the summary of the findings of the descriptive statistics is 
presented in the Table 5.4 as follow. 
Table 5.4 







N Minimum Maximum 











Mean Std. Deviation Variance 
4.90 1.20 1.44 
4.77 0.88 0.77 
5.16 0.71 0.50 
5.26 0.65 0.43 
4.75 0.88 0.78 
5.5 Missing values 
The missing values in questionnaires negatively affect study results. According to 
Hair et al. (2010), if the questionnaire has more than 50 percent missing values from 
the given response, the questionnaire should be deleted from the data set. In current 
study, four questionnaires were found that have more than 50 percent missing values. 
Thus, four responses were excluded from the analysis. 
5.6 Normality test 
Although, PLS-SEM is a non-parametric statistical method and no assumption for 
data normality is required, it is to highlight that extremely non-normal data may have 
inflated standard errors in bootstrapping (Hair et al., 2014). However, it is important 
to make sure that powerful and effective inferences may be drawn from data. Tn the 
present study, the researcher assessed nonnality mainly through Z-skewness test. The 
formula used is: Z-skewness= Skewness 1✓<7 I N 
According to above proposed formula, researcher divided skewness value with 
standard error of skewness to get the Z-skewness value. The Z-skewness value should 
be less than ±2 (Tabachnick & Fidell, 2007). However, the results of Z-skewness can 
be seen in table 5.5. Therefore, present study found the values of Z-skewness less than 
±2. Hence the data set of current study does not have the problem of non-normality. 
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Table 5.5 
Results of Z skewness/or normality test 
Variables Skewness Std Error of Skewness N Z skewness 
Entrepreneurial Orientation -0.201 .128 364 -1.571 
Business Network -0.023 .128 364 -0.179 
Total Qual ity Management -0.253 .128 364 -1.976 
Export Market Orientation -0.073 .128 364 -0.571 
S!'v1Es' export perfonnance -0.060 .128 364 -0.468 
Note: * Z value falls within ±l.96; it indicates that the distribution is normal at 95% confidence level. 
5.7 Multivariate outliers 
According to Garson (2016) stated that Partial Least Squares (PLS) results may be 
distorted due to the presence of outliers. Therefore, it is important to check the 
outliers in the dataset. Moreover, Hair Jr et al. (2016) stated that outliers are the 
extreme responses to all questions. The illogical response is an outlier response 
(Sekaran & Bougie, 2016). Furthermore, outliers can occur due to extremely high or 
low values and due to very rear combinations of variables (Hair Jr et al., 2016). 
The question is how to deal with outliers. There are many methods to check the 
outliers such as interval and ratio data. According to Sekaran and Bougie (2016), 
visual aids can be used to identify the outlier responses. Other than that, the 
Mahalanobis distance, Cook's distance and Leverages can be used to identify the 
outlier responses as well. Therefore, many researchers suggested Mahalanobis 
distance method which is more convenient to identify the multivariate outliers. In 
current study, the multivariate outliers are checked with SPSS 25 by using 
Mahalanobis distance method. According to Mahalanobis method, the degree of 
freedom equals to the number of independent variables used in the study (Tabachnick 
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& Fidell, 2007). Given the number of independent variables (4) representing the 
degree of freedom at P<.001 significance value, the Chi-Squared distribution value 
was found as 18.4668. Thus, any case below than .001, or Mahalanobis distance 
values which higher than the upper critical value of Chi-square (18.4668) were 
considered as outliers. Therefore, in this present study, 7 outliers were found and 
deleted from the main datasheet. The critical value of Chi-squared with 4 confidence 
level at 0.001 significance, can be seen in the table 5.6. 
Table 5.6 
Chi-square distribution table 
Degree of a 
freedom 0.100 .050 0-025 .010 .005 .001 
2.7055 3.8415 5.0239 6.6349 7.8794 10.8276 
2 4.6052 5.9915 7.3778 9.2103 10.5966 13.8155 
3 6.2514 7.8147 9.3484 11.3449 12.8382 16.2662 
4 7.7794 9.4877 11.1433 13.2767 14.8603 18.4668 
5 9.2364 J l .0705 12.8325 15.0863 16.7496 20.5150 
nependent Variable: SMEs ' export performance 
5.8 Multicollinearity 
Two or more than two independent variables that are highly correlated in multiple 
regression is called multicollinearity (Sekaran & Bougie, 2016). Moreover, one of the 
major problems with multicollinearity is presenting a significant relationship between 
variables even when they do not have any significant relationsh ip and inverting the 
standard error of the coefficient, which in tum, render coefficient statistically not 
significant (Hair, Ringle, & Sarstedt, 2011). There are two methods to check the 
multicollinearity, one is to use the correlations matrix. If the correlations between 
independent variables are more than 0.90 (Hair Jr et al., 2016), it shows the sign of 
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multicollinearity problem. However, in a complex model or complex relationship, this 
approach may not reveal the results. Therefore, most of the researchers used the 
second approach which is tolerance value and variance inflation factor (VIF) 
approach. This is a more common approach to identify the collinearity whereby VIF 
is the reciprocal of tolerance value. This approach explains the variations explained in 
one independent variable by the other independent variable (Sekaran & Bougie, 
2016). The threshold value for tolerance value is not less than 0.10 and VIF not more 
than 10 (Sekaran & Bougie, 2016). According to Hair et al. (2011 ); Hair Jr et al. 
(2016), tolerance value should be less than 0.20 and VIF must be not be more than 5. 
In current study, SPSS 25 is used to detect multicollinearity. There was no issue of 
multicollinearity whereby all values are found within the threshold range. The details 
are shown in the Table 5.7 
Table 5.7 
Tolerance value and variance inflation factors (V]F) 
Latent Construct Tolerance Value Variance Inflation Factors (VlF) 
Export market orientation .459 2.177 
Total quality management .505 l.981 
Entrepreneurial orientation .557 1.796 
Business network .41 I 2.436 
5.9 Reverse coded items 
Instead of all positive items in the questionnaire, it is important to include some 
negative-worded questions in the scale in order to examine the inclination of 
respondents to automatically encircle the points towards one end of the scale (Sekaran 
& Bougie, 2016). According to Spector (2006), the main purpose of negative items in 
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the questionnaire is to reduce the impact of the submissive responding measurement 
variable. However, a good questionnaire should have both types of positive and 
negative questions (Sekaran & Bougie, 2016). In this study, 5 items were coded in a 
reverse manner. Their values are coded as 7-1, 6-2, 5-3, 4-4, 3-5, 2-6, and 1-7, 
respectively as shown in Table 5.8. 
Table 5.8 
Reverse coded items 
Construct Items Measurement 
Export Market EM1D1 Too much information concerning our export competitor is discarded 
orientation (EMO) before it reaches decision makers. 
EMJD2 Information which can influence the way we serve our export 
customers takes forever to reach export personnel (-) 
EMID3 Important infonuation about our export customers is often ' lost in the 
system'.(-) 
EM1D4 Information about our export competitors' activities often reach 
relevant personnel too late to be of any use.(-) 
EMID5 Important information concerning export market trends (regulation, 
technology) is often discarded as it makes its way along the 
communication chain. (-) 
Source: The researcher 
5.10 Non-response bias 
Malhotra, Hall, Shaw, and Oppenheim (2006) stated that the difference between early 
and late respondent can affect the results of the study. However, as discussed in 
Chapter Three, this study distributed 55 percent more questionnaires to avoid the non-
response bias error as per the recommendations of Salkind (2012). Moreover, the 
process of data collection started on June 20, 2017 and ended on December 28, 20 I 7. 
The questionnaires were distributed personally. However, many respondents refused 
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to meet due to time constraint, then the questionnaires were mailed by post and 
emailed to them accordingly. On the other hand, some of the respondents recorded 
their responses on the spot and some promised to return the questionnaire within 15 to 
20 days. There were 64 questionnaires returned in the first month and were 
categorized as an early response. Whereas, 300 questionnaires were collected after 
one month till the end of December 2017 and were categorized as late response. For 
the remaining or late response, the researcher made some extra effort, such as sending 
reminder e-mails and mail after one week, 15 days and after one month. Moreover, 
the researcher made phone calls and, in some cases, made a second visit as well. In 
this situation, according to Etter and Pemeger (1997), the late responses are 
considered as non-response because they gave response after a stipulated time. 
Non-response error refers to a situation where it is difficult to get the responses from 
respondents. For example, difficult to contact with target respondent and receive no 
positive response from them (Berg, 2005). Moreover, in the case where non-response 
error occurs when the results of the study cannot reflect how many people responded 
to the questionnaires and this error can affect the generalization of the sample of the 
total population. Therefore, the non-response error should be checked before any 
further analysis. In non-response bias test, data are divided into two groups, one group 
for early respondents and the second group for late respondents. 
SPSS 25 was used to run non-response test. Apart from that, the t-test criterion was 
also used. Based on the t-test, there is not significant difference between early and late 
respondent with respect to export performance, entrepreneurial orientation, total 
quality management, business networks and export market orientation. The results can 
be seen in the Table 5.9. 
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Table 5.9 
The results of independent- sample !-test 
Group N Mean St. Deviation Std. Error Levene's test for 
Mean equality of Variance 
F Sig 
EP Early 64 5.1094 1.15394 .14424 .646 .124 
Late 300 4.8552 1.20700 .06969 12.133 .116 
EO 
Early 64 4.8089 1.10558 .13820 2.541 .721 
300 4.7654 .82866 .04784 6.253 .767 Late 
TQM 
Early 64 5.2792 .84533 .10567 .410 .791 
Late 300 5.2550 .61421 .03546 .829 
BN 64 5.2383 .87662 .10958 .358 Early 
Late 300 5.1481 .67143 .03877 .440 
EMO 64 4.6118 .78798 .09850 .156 Early 
Late 300 4.7851 90400 .05219 .123 
5.11 Common method variance test through total variance explained via factor 
analysis 
The single factor assessment is that if a large amount of common method variance 
exists, either of the two things happens: (1) a single factor may emerge or (2) a 
general factor emerges that would explain for the majority of the covariance in the 
predictor and criterion variables (Podsakoff & Organ, 1986). Using Podsakoff and 
Organ (1986) approach by exposing all the 81 items in the current study to a principal 
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component factor analysis. Results of the analysis generated 18 factors, which explain 
a cumulative of 70 percent of the variance, the first, which is the largest factor 
providing an explanation of 21 percent of the total variance, that is less than 50% 
(Podsakoff, MacKenzie, & Podsakoff, 2012). Furthermore, the result shows that no 
single factor explains for most of the covariance in the predictor and criterion 
variables. Therefore, this result indicates that no common method bias exists in this 
study, thus not likely to swell the relationship between measured variables. These 
results have no CMV problems, which is in line with MacKenzie and Podsakoff 
(2012); Podsakoff, MacKenzie, Lee, and Podsakoff (2003) assumption, who 
contended that common method bias exist if single factor accounts for more than 50 
percent of the variance as shown in Appendix-C. 
5.12 Common method variance test through correlation matrix procedure 
This is a second method to validate the common method bias test (Tehseen, Sajilan, 
Gadar, & Ramayah, 2017). According to Bagozzi, Yi, and Phillips (1991), the 
correlation matrix values greater than 0.90 among the variables is a proof of common 
method bias issue. Thus, latent variables correlations were examined and found no 
issues of common method variance error, as all the values are less than 0.90. The 




Correlation matrix results 
Measured Variables EP EO TQM BN EMO 
Export performance 
Entrepreneurial orientation .690 
Tot.al quality management .416 .394 
Business network .404 .440 .660 
Export market orientation .520 .502 .415 .466 
5.13 Confirmatory tetrad analysis (CTA) analysis 
Confirmatory tetrad analysis (CTA) is the method of empirically testing the indicator 
specification in the model (Hair, Hollingsworth, Randolph, & Chong, 2017). This 
method provides the clarification about the reflective and formative direction of 
constructs (Garson, 2016; Gudergan, Ringle, Wende, & Will, 2008; Hair et al., 2017; 
Hair Jr, Sarstedt, Ringle, & Gudergan, 2017; Rodrigues, Menezes, & Ferreira, 2018). 
To confirm whether the measures are reflective or formative, it is suggested to run the 
confirmatory tetrad analysis (CT A-PLS) (Gudergan et al., 2008). This method helped 
to identify whether the model type, mean measurement model is a reflective or 
formative type. This is important to identify the type of model for model parsimony 
(Hair Jr et al. , 2016). In the study of Chin et al. (2008) it is more efficient in higher 
order construct (second-order) that analysed the reflective and formative variables. 
Moreover, previous studies were unclear on the reflective-formative nature of TQM, 
EO, BN and EMO by applying CTA-PLS. This study has conducted CTA-PLS 
analysis to identify the type of the measured model regarding TQM, EO, BN and 
EMO. 
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Furthermore, previous researchers considered TQM, EO, BN and EMO as reflective 
and formative as well, such as TQM has been operationalized as reflective by (Putri, 
Yusof, Hasan, & Darma, 2017) and formative by (Para-Gonzalez, Jimenez-Jimenez, 
& Martinez-Lorente, 20 I 6). Entrepreneurial orientation operationalization has been 
operationalized as a second-order reflective-formative type mode] by (Covin & 
Wales, 2012; Hernandez-Perlines, 2016), business networks has been investigated as 
second-order reflective-formative by (Thornton et al., 2014, 2015). Export market 
orientation has been operationalized by many research studies as second-order 
reflective and formative such as (Chuang, 2016; Navarro-Garcia, Arenas-Gaitan, & 
Rondan-Catalufia, 2014 ). In terms of export performance variable, some of the 
researchers investigated first-order reflective measure (Prange & Pinho, 2017; Villena 
Manzanares, 20] 7) and some of them operationalized it as second-order reflective and 
formative (Navarro-Garcia, Peris-Oritz, & Barrera-Barrera, 2016) as well. 
Subsequently, this study conducted CTA-PLS analysis and clarified the measurement 
model direction. Therefore, to run CT A-PLS analysis, this study follows the 
Gudergan et al. (2008) five steps proposed CT A-PLS procedure. According to 
(Becker, Ringle, & Li, 2015); Hair Jr et al. (2017), Smart PLS 3 covers all five-step 
procedures in one step (Gudergan et al., 2008). More importantly, confirmatory tetrad 
analysis requires at least four items in a construct, while in case of less than three 
items in a variable. the use of manifest variable from measurement model of another 
latent variable is suggested (Gudergan et al., 2008). 
However, the question is that how to select the manifest variable, the borrowing 
procedure of the manifest variable from latent variable is not clear in (Gudergan et al. , 
2008) study. This study followed the Becker et al. (2015) advice regarding indicator 
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borrowing from a latent variable in a model. According to the concept, the dependent 
variable is chosen with the highest correlation and the indicator with the highest 
loading in that measurement model. Moreover, there is no dependent latent variable; 
the predecessor with the highest correlation and its indicator with the highest loading 
are chosen. In both ways, it should be the indicator of a successor or predecessor with 
the highest correlation with the latent variable scores of the construct that need an 
additional indicator. For that purpose, the cross-loadings in the discriminant validity 
results are sought. 
Fina11y, Smart PLS 3 Ringle, Wende, & Becker (2015) is used for CTA-PLS analysis. 
The standard error and two tailed t-values (1.96) for every tetrad are estimated on 
5000 subsamples. The output results of CTA-PLS method gave Bonferroni method 
interval values that the reflective model implied non-redundant tetrads are required to 
vanish mean confidence interval value zero and values without zero support to 
formative measures (Garson, 2016). The CTA-PLS results of EO, TQM, BN, EMO 
and EP can be seen in Table 5.11, Table 5.12, Table 5.13, Table 5.14, Table 5.15, and 
Table 5 .16, respectively. 
Table 5.11 





1: TNOI, TNO2, TNO3, TNO4 
2: INOl, INO2, INO4, INO3 
4: INOI, INO2, IN03, JNOS 







P Values CI Low CI Up 
adj. adj. 
0.048 -0.139 0.855 
0.192 -0.276 0.784 
0.001 0.078 1.002 
0.436 -0.444 0.249 
Table 5.11 (continues) 
Latent Tetrad T Statistics P Values CI Low CI Up 
Variables adj. adj. 
7: INOI, IN02, INO3, INO6 1.439 0.15 -0.166 0.513 
10: TNOI, TNO2, TNO4, TNO5 3.373 0.001 0.106 1.041 
16: INOI, TNO2, INO5, INO6 3.964 0.00 0.176 0.978 
22: TNOI, INO3, INO4, TNO6 2 012 0.044 -0.093 0.624 
26: INOl, TN03, INO6, INO5 1.223 0.221 -0.843 0.324 
I: RSKI, RSK2, RSK3, RSK4 2.031 0.042 -0.036 0.827 
Risk Taking 
2: RSKJ, RSK2, RSK4, RSK3 1.424 0.154 -0.177 0.8)3 
I: EP4, PROJ, PRO2, PRO3 2.39 0.02 -0.71 -0.03 
Proactiveness 
2: EP4, PRO!, PRO3, PRO2 0.34 0.73 -0.55 0.4 
I: EP, TNO, PRO, RSK 4.35 0.00 -0.23 -O.Q7 
EO 
2: EP, INO, RSK, PRO 0.16 0.87 -0.05 0.06 
The results shown in Table 5.11 are confidence interval values and t-values that first-
order namely; innovation, risk-taking, proactiveness are reflective measures and 2nd 
measures entrepreneurial orientation represents formative measure; hence, it is 
empirically proved that entrepreneurial orientation 1s a reflective-formative type 
model. 
Table 5.12 
Business network CTA-PLS results 
Latent 
Tetrad T Statistics P Values 
CI Low CIUp 
Variables adj. adj. 
Information I: IAI, IA2, IA3, IA4 3.391 0.001 0.13 0.624 
acquisition 2: IA I , IA2, IA4, IA3 2.914 0.004 0.Q78 0.579 
Opportunity I: OE!, OE2, OE3, OE4 1.416 0.157 -0.087 0.398 
enabling 2: OEl, OE2, OE4, OE3 0.73 0.465 -0.394 0.199 
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Table 5.12 (continues) 
Latent CI Low CI Up 
Tetrad T Statistics P Values 
Variables adj. adj. 
Strong tie 1:SRMl,SRM2,SRM3,SRM4 3.921 0.00 0.344 1.234 
resource 
mobilisation 2:SRMl,SRM2,SRM4,SRM3 4.432 0.00 0.437 1.307 
Weak tic I: WRMI, WRM2, WRM3, WRM4 3.772 0.00 0.266 1.034 
resource 
mobilization 2: WRMl, WRM'2, WRM4, WRM3 2.768 0.006 0.092 0.854 
I: IA, OE, SRM, WRM 3.383 0.001 0.065 0.31 
BN 
2: TA, OE, WRM, SRM 3.014 0.003 0.044 0.291 
Above-mentioned results revealed that OE is found to be first-order reflective type 
measures while IA, STRM, and WTRM are found to be first-order formative 
constructs. Although empirically, this study found formative type measures of lA, 
STRM and WTRM, unidimensionality and reliability assessment confirm the 
reflective measures (Gudergan, Devinney, & Ellis, 2016), so it was retained as a 
reflective measure on the basis on conceptualization. Moreover, according to Finn and 
Wang (2014 ), reflective indicators of the latent variables must be unidimensional and 
measures for formative construct should not be unidimensional (Finn & Wang, 2014). 
In second-order, study found formative type measure of business networks and 
operationalized business networks as a second-order formative measure. 
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Table 5.13 
Total quality management (TQM) CTA-PLS results 
Latent Tetrad T Statistics P Values Cl Low CIUp 
Variables adj. adj . 
I: LDRI, LDR 2, LDR 3, LDR 4 l .972 0.049 -0.174 1.091 
2: LOR I, LDR 2, LOR 4, LDR 3 0.722 0.47 -0.62 1.09 
4: LOR I , LDR 2, LDR 3, LDR 5 1.487 0.137 -0.158 0.528 
6: LDR I, LDR 3, LDR 5, LOR 2 1.993 0.046 -0.79 0.123 
l eadership 7: LOR I, LDR 2, LDR 3, LDR 6 1.093 0.275 -0.224 0 .532 
10: LDR I, LDR 2, LDR 4, LDR 5 0.826 0.409 -0.477 0.9 
16: LDR I, LOR 2, LDR 5, LOR 6 2.485 0.013 -0.053 1.072 
22: LDR I , LOR 3, LDR 4, LOR 6 0.916 0.36 -0 .71 0.358 
26: LOR 1, LOR 3, LDR 6, LOR 5 1.833 0.067 -0. 147 0.728 
1: STRJ, STR 2, STR 3, STR 4 2.257 0.024 -0.034 0.361 
2: STR I, STR 2, STR 4, STR 3 3.37 0.001 0.041 0.401 
4: STR 1, STR 2, STR 3, STR 5 2 0.046 -0.078 0.491 
6: STR I, STR 3, STR 5, STR 2 0.096 0.923 -0.2 0. 187 
Strategy 7: STR 1, STR 2, STR 3, STR 6 2.178 0.029 -0.047 0.413 
10: STR I, STR 2, STR 4, STR 5 2.592 0.01 -0.01 6 0.525 
16: STR I, STR 2, STR 5, STR 6 2.916 0.004 0.015 0.554 
22: QMS I, QMS3, QMS4, QMS6 0.796 0.426 -0.125 0.224 
26: STR 1, STR 3, STR 6, STR 5 1.375 0.169 -0.088 0.257 
I : PPL!, PPL 2, PPL 3, PPIA 2.122 0.034 -0.043 0.335 
2: PPL I, PPL 2, PPL 4, PPL 3 0.602 0.547 -0.159 0248 
4: PPL 1, PPL 2, PPL 3, PPL 5 0.02 0.984 -0.203 0.208 
People 6: PPL 1, PPL 3, PPL 5, PPL 2 1.328 0.184 -0.364 0.126 
7: PPL 1, PPL 2, PPL 3, PPL 6 0.884 0.377 -0.107 0 .209 
10: PPL I, PPL 2, PPL 4, PPL 5 2.742 0.006 0.00 0.536 
16: PPL I, PPL 2, PPL 5, PPL 6 2.339 0.019 -0.044 0.551 
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Table 5.13 (continues) 
Latent Tetrad T Statistics P Values CI Low CIUp 
Variables adj. adj. 
22: PPL 1, PPL 3, PPL 4, PPL 6 1.709 0.088 -0.048 0.206 
26: PPL 1, PPL 3, PPL 6, PPL 5 2.407 0.016 -0.028 0.415 
I : QMRl , QMR2, QMRJ, QMR4 0.136 0.892 -0.417 0.465 
2: RES I, RES 2, RES 4, RES 3 0.62 0.535 -0.285 0.457 
Resources 4: RES I, RES 2, RES 3, RES 5 3.265 0.001 0.105 0.88 
6: RES 1, RES 3, RES 5, RES 2 2.688 0.007 -0.816 -0 021 
10: RES 1, RES 3, RES 4, RES 5 1.678 0.093 -0.097 0.475 
I : PRSI, PRS 2, PRS 3, PRS 4 1.006 0.315 -0.172 0.357 
2: PRS 1, PRS 2, PRS 4, PRS 3 1.196 0.232 -0.168 0.404 
4: PRS l , PRS 2, PRS 3, PRS 5 0.877 0.381 -0.204 0.378 
6: PRS I, PRS 3, PRS 5, PRS 2 0.117 0.907 -0.315 0.291 
lO: PRS 1, PRS 2, PRS 3, PRS 7 1.502 0.133 -0.47 0.147 
t3 : PRS I, PRS 2, PRS 4, PRS 5 2.981 0.003 0 011 0.8 
19 PRS I, PRS 2, PRS 4, PRS 7 0.933 0.351 -0.423 0.216 
Process 
25: PRS I, PRS 2, PRS 5, PRS 7 0.23 0.818 -0.3 1 0.362 
30: PRS 1, PRS 6, PRS 7, PRS 2 1.787 0.074 -0.085 0.361 
34: QMPl, QMP3, QMP4, QMP6 3.66 0 0.089 0.766 
38: PRS l, PRS 3, PRS 7, PRS 4 1.215 0.225 -0.131 0.323 
40: PRS 1, PRS 3, PRS 5, PRS 6 4.126 0 0.15 0849 
50: PRS 1, PRS 4, PRS 6, PRS 5 1.057 0.291 -0179 0.395 
55: PRS I, PRS 4, PRS 6, PRS 7 2.73 1 0.006 -0.014 0.462 
1: PPL LDR, PRS, RES 2.871 0.004 -0.208 -0.013 
2: PPL, LOR, RES, PRS 2.007 0.045 -0.089 0.011 
TQM 4:PPL,LDR,PRS,STR 0.972 0.331 -0.1 I 0.05 
6: PPL, PRS, STR, LOR 0.819 0.413 -0.11 9 0.061 
10:PPL,PRS,RES,STR 2.227 0.026 -0.014 0.206 
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According to Table 5.13, all first-order constructs are found to be reflective measures. 
In case of the second-order, indicator data (correlation) criteria were used and the 
clarity of TQM measure type was identified (Garson, 20 I 6). Formative items are 
assumed not to be correlated and in the reflective construct should be highly 
correlated (Finn & Wang, 2014). Moreover, if the reflective first-order 
(unidimensional) factors are highly correlated, the second-order constructs should be 
reflective and if the reflective (unidimensional) first-order constructs are not highly 
correlated then second-order constructs can be only formative (Finn & Wang, 2014). 
Hence, in this case, TQM is operationalized as formative second-order constructs 
whereby it proved low correlation as reported in Table 5.14. 
Table 5.14 
TQM inter-item correlation results (Indicators Dala correlations table) 
Constructs EP EO TQM 
PPL 
LOR 0.415 
PRS 0.539 0.412 
RES 0.22 0.298 
STR 0.603 0.408 
Table 5.15 






I : EMIG I, EMIG2, EMIG3, EMIG4 
2: EMIG I, EMIG2, EMIG4, EMIG3 
4 : EMIG!, EMIG2, EMIG3, EMIG5 
6: EMIG! , EMIG3, EMIG5, EMIG2 














CI Low CIUp 
adj. adj. 
0.237 -0.211 0.572 
0.013 -0.009 0.762 
0.001 0.096 0.871 
0.173 -0.116 0.389 
0.643 -0.288 0.201 
Table 5.l 5 (continues) 
T 
P Values 
CI Low CIUp 
Latent Variables Tetrad 
Statistics adj. adj. 
l: EMID I, EMID2, EMID3, EMID4 0.803 0.422 -0.861 0.449 
2: EMIDl, EMID2, EMID4, EMID3 1.345 0.179 -0.217 0.689 
Export market 
information 4: EMIDI, EMID2, EMID3, EMJD5 1.737 0.082 -1048 0. 195 
dissemination 
6: EMIDI, EMID3, EMIDS, EMID2 2.895 0.004 0.078 1.225 
10: EMIDl, EMID3, EMID4, EMID5 2.725 0.006 0.032 1.26 
Export market 1: EMR 1, EMR2, EMR3, EP4 4.05 0.00 0.42 1.47 
responsiveness 2: EMRl, EMR2, EP4, EMR3 2.92 0.00 0.17 1.3 
1: EMID, EMIG, EMR, EP 2.65 0.01 0.01 0.14 
EMO 
2: EMID, EMIG, EP, EMR 2.93 0.00 0.02 0. I 7 
The results presented in Table 5.15 show that EMIG and EMID reported first-order 
reflective constructs. Export market responsiveness (EMR) identifies as a formative 
construct but returned as reflective measures based on the conceptualization. 
Furthermore, it was found that EMO is a formative construct and is operationalized in 
present study as a second-order formative construct. 
Table 5.16 






















0.029 -0.17 0.979 
0.713 -0.779 0.621 
0.287 -0.35 0.722 
0.203 -0.811 0.344 
0.017 -1.494 0.196 
Table 5.16 (continues) 
Latent T Statistics P Values 
CI Low CI Up 
Tetrad 
adj. adj. Variables 
I0:EP1,EP2,EP3,EP7 0.607 0.544 -0.581 0.389 
13: EP1,EP2,EP3,EP8 0.182 0.855 -0.45 0.511 
17: EPI, EP2, EP9, EP3 1.009 0.313 -0.358 0.701 
20:EP1,EP2,EP5,EP4 2.078 0.038 -0.248 1.297 
26: EPl, EP2, EP7, EP4 1.728 0.084 -0.261 0.933 
29:EPl,EP2,EP8,EP4 2.796 0.005 -0.056 1.089 
33: EPI, EP4, EP9, EP2 2.294 0.022 -0.166 1.075 
41:EP1,EP2,EP8,EP5 2.33 0.02 -0.164 1.157 
4 7: EP l, EP2, EP7, EP6 1.787 0.074 -0.295 1.104 
49: EPI, EP2, EP6, EP8 1.728 0.084 -0.38 1.372 
SMEs' 51: EPI, EP6, EP8, EP2 1.536 0.125 -0.317 0.9 16 
export 
performance 57:EP1,EP7,EP8,EP2 0.55 0.582 -0.205 0.285 
109:EPI,EP4, EP5, EP6 1.317 0.188 -0.41 1.02 
113: EP!, EP4, EP7, EP5 0.395 0.693 -0.559 0.725 
133: EPI, EP4, EP7, EP9 3.201 0.001 0.024 1.451 
137: EPI, EP4, EP9, EP8 4.174 0.00 0.266 1.82 
149:EP1,EP5,EP8,EP7 5.044 0.00 0.374 1.565 
151: EP l , EP5, EP7, EP9 2.425 0.015 -0.123 1.02) 
161: EPl, EP6, EP9, EP7 3.416 0.001 0.061 1.237 
165:EP1,EP8,EP9,EP6 0.899 0.369 -0.514 0.28 
174:EP2,EP4,EP6,EP3 1.225 0.221 -0.861 0.373 
231:EP2,EP6,EP8,EP4 0.243 0.808 -0.608 0.533 
Endogenous latent constructs should not be modelled formative and, furthermore, its 
measurement direction should be evaluated with CTA-PLS (Hair et al., 2017). In this 
case, export performance is modelled reflective as supported by CT A-PLS results. 
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5.14 Data analysis and results (measurement model, structural model) 
Smart PLS program is used for SEM analysis of data processing to test the feasibility 
of measurement and structural models. 
In this study, a second-order reflective-formative hierarchical model for type II Becker, 
Klein, and Wetzels (2012) is used with a two-stage approach to incorporate 
entrepreneurial orientation, business networks, total quality management dimensions as 
exogenous variables and export market orientation as mediating variable and SMEs' 
export performance as an endogenous variable. In current study, EO, BN, TQM and 
EMO are higher order formative constructs as formed by first-order innovation (INO), 
risk-taking (RSK), proactiveness (PRO), leadership (LDR), strategy (STR), 
people/employees (PPL), process (PRS), resources (RES), information acquisition (IA), 
opportunity enabling (OE), strong tie resources mobilization (SRM), weak tie resource 
mobilization (WRM), export market information generation (EMIG), export market 
information dissemination (EMID), and export market response (EMR) reflective 
constructs. The endogenous variable (SMEs' export performance) of the study is treated 
as a first-order reflective constmct. 
With respect to measurement model, decision of constructs regarding reflective or 
formative is not clearly determined yet (Hair Jr et al., 2017). However, Becker et al. 
(2012) suggested that the best combination of second-order constructs is a reflective-
fonnative model. Hence, the reflective-formative model was adopted in this study 
Moreover, Hannachi (2016); Terho and Jalkala (2017); Zaefarian, Fork.mann, Mitn;ga, 
and Henneberg (2017) validated the reflective-formative type model in their studies in 
different contexts such as France, Iran and Finland. Additionally, Becker et al. (2012) 
stated that higher order constructs such as EO, BN, TQM and EMO minimises the 
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complexity of the model and make it parsimonious. Model parsimony is essential 
because it helps and allows better prediction and generalization to new data. Commonly, 
the reflective-formative measurement type model is used in marketing (Hair, Sarstedt, 
Ringle, & Mena, 2012), human resource (Ringle, Sarstedt, Mitchell, & Gudergan, 2018), 
hospitality research (Ali, Rasoolimanesh, Sarstedt, Ringle, & Ryu, 2017) and strategic 
management research (Hair, Sarstedt, Pieper, & Ringle, 2012). Thus, reflective-
formative type model is the most popular type of social science data analysis (Ringle, 
Sarstedt, & Straub, 2012). 
More importantly, according to previous literature, reflective-reflective type models are 
considered verse models in data analysis (Becker et al., 2012) and researchers avoid to 
adopt the reflective-reflective models (Ringle et al., 2012). With respect to measurement 
models, Ringle et al. (2012) suggested that researcher should use the reflective-
formative, formative-formative and formative-reflective type models in their studies. On 
the other hand, Gudergan et al. (2008) suggested that before further analysis of PLS-
SEM, researchers must distinguish the reflective and formative measures to use the PLS-
SEM confirmatory tetrad analysis. 
Furthermore, three approaches are suggested to analyse the higher-order constructs such 
as EO, TQM, BN, EMO, namely repeated indicator approach, two-stage approach and 
hybrid approach (Becker et al., 2012). In PLS, higher-order constructs can be employed 
using either the repeated indicator or the two-stage approach (Chin, 2010). The current 
study implemented two-stage analysis because EO, TQM, BN and EMO constructs are 
second-order measured (Agarwal & Karahanna, 2000). Moreover, the two-stage 
approach has been implemented as recommended by Hair Jr et al. (2017); Ringle et al. 
(2012) to overcome the repeated indicator approach disadvantages. It is however not 
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clearly determined yet whether to use repeated indicator approach mode A or mode B 
(Becker et al., 2012; Becker, Rai, & Rigdon, 2013). The two-stage approach is also 
preferred as compared to repeated indicator approach to overcome the potential effect 
of " first-order constructs' perfect prediction of the second-order construct" (Lowry & 
Gaskin, 2014). In repeated indicator approach, second-order constructs overload the 
first-order items, which cause multiple-time items loading and creating collinearity 
issues. Because collinearity issues arise from running traditional repeated approach, 
this study, therefore, decided to use a two-stage approach to overcome the collinearity 
issues (Kock & Lynn, 2012). 
However, reflective-formative type of hierarchical component model requires 
particular attention when the repeated indicator approach is used since almost all 
variance of the higher order component is explained by its lower order components 
(R2. 1.0). Therefore, the path relationship from the latent variable (predecessor) to the 
endogenous higher order component is always approximately zero and insignificant. 
In this kind of situation, the usage of two-stage approach is appropriate (Ringle et al., 
2012). By applying the two-stage approach, it was initially estimated that the latent 
variable scores of the lower-order constructs in a null model (first-order reflective 
measures) and then these scores were used as indicators of the higher-order construct 
in a separate PLS estimation (two-stage) (Agarwal and Karahanna, 2000). Moreover, 
Hair Jr et al. (2017) suggested the usage of the two-stage approach in the form of 
mediator or moderator reflective-formative type model to avoid the R2 issue in 
repeated indicator approach. Recent literature validated the two-stage approach as 
well, such as (Haddoud et al., 2017; Kanapathy, Bin, Zailani, & Aghapour, 2017; 
Nuhn, Heidenreich, & Wald, 2017). 
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Based on that, this study followed the Teixeira, Jabbour, de Sousa Jabbour, Latan, and 
de Oliveira (2016) study to run the two-stage approach. In the first step, the first-order 
constructs in the reflective first-order model were validated and the indicator loadings, 
A VE, composite reliability, discriminant validity (Becker et al., 2012) were reported. 
In the second step, the latent variable score was taken and formed a two-stage model. 
Fot the formative measurement model confirmation, bootstrapping on 5000 
resampling was done which reported the weights and maximum variance inflation 
factor (VIF) to confirm the measurement model of formative constructs (Hair Jr et al., 
2017). All the procedures for two-stage approach implementation can be seen in 
Figures 5.1 and Figure 5.2. 
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Figure 5.1 
er or measurement model Reflective model (J" ord )fi 
159 















Two-stage model (2"d order formative) 
5.14.1 Measurement model 
The measurement model is used to analyse the relationship between indicators and 
latent variables. The measurement model treabnent for the reflective and formative 
model is different. Based on PLS (SEM), the assessment of measurement model has 
been analysed properly by using SmartPLS 3.2.7 (Ringle et al., 2015). Likewise, this 
study analysed internal consistency (Cronbach alpha, composite reliability and Rho), 
convergent validity (factor loading, A VE) and discriminant validity (Fornell & 
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Larcker criterion, cross-loadings and HTMT) for the validation of reflective first-
order constructs measurement model. In respect of formative constructs, the 
collinearity (VIF) were analysed, weight and significance to confirm the measurement 
model. 
However, to conclude the measurement model internal consistency, convergent 
validity and discriminant validity of constructs were keenly examined. Internal 
consistency of constructs was based on Cronbach Alpha, composite reliability and rho 
values. The current study calculated the Cronbach-Alpha to find out, "internal 
consistency" of the data. George and Mallery (2003) provided the rule of deciding the 
value as "alpha; a> 0.9- Excellent, a< 0.8- Good, a< 0.7- Acceptable". In the study of 
Sekaran and Bougie (2016) "reliabilities less than 0.60 are considered to be poor, 
those in the 0.70 range are acceptable, and those over 0.80 are indicated as good". 
Similarly, Bagozzi and Yi (1988); Bagozzi et al. (1991); Hair, Black, Babin, 
Anderson, and Tatham ( I 998) considered the Cronbach alpha threshold value 0.60. 
Moreover, Sekaran and Bougie (2016) suggested that the variable less than 0.60 
Cronbach alpha is to be deleted. Thus, Cronbacb threshold value is taken as 0.60 in 
this current study. 
Composite reliability should be accepted on the value of 0.70 and higher for better 
internal consistency of the data (Fornell & Larcker, 1981). In respect of rho_A, it is 
considered as the most important PLS reliability measure, which is currently the only 
consistent reliability measure of PLS constructed scores (Dijkstra & Henseler, 2015). 
The reliability measure rho_A is an estimate of the squared correlation of the PLS 
construct score with true construct score and reliability coefficient value not less than 
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0.70. Thus, in this study, all threshold values of Cronbach alpha, composite reliability 
and rha_A are achieved. The results can be seen in Table 5.17. 
However, as explained in Table 5.17, all the variables have the high reliability, rho_A, 
and the average-variance-extracted (A VE) is higher than the threshold value of 0.50 
which indicates the reliability of measurement model. The indicator outer loading 
threshold can be considered between 0.40 and 0.70, and could also delete the indicator 
to increase the A VE (Hair Jr et al., 2016). In another view, it can be said that some of 
the indicators will be greater or lower than 0.70, but the value of A VE could be 
assessed if it is greater than 0.5, before deleting any indicator. The results of indicator 
loading can be seen in Figure 5.3 and in Table 5.17. 
According to Hair et al. (2010), the convergent validity is attained when the factor 
loadings of all the items are higher than the value of 0.4, 0.5, 0.6, 0.7 and average 
variance extracted (A VE) of constructs are higher than 0.5 value (Fornell & Larcker, 
1981). In this case, the threshold value 0.4 was achieved of all factors loading and 
AVE more than 0.5 value, as shown in Table 5.17 to Table 5.21. In terms of 
discriminant validity, Fornell & Larcker criterion, cross-loadings and HTMT ratio 
were analysed to detennine the external consistency of the model. 
According to Fornell and Larcker (1981), the A VE of the latent variable should be 
higher than the squared correlations between the latent variables. In respect of cross-
loading of the indicator, it should be higher than its loadings on all other latent 
variables. The Heterotrait-Monotrait ratio (HTMT) was developed to address the 
insensitivity of the Fornell & Larcker and cross-loading criterion. HTMT values close 
to one (1) indicate a lack of discriminant validity (Henseler et al., 2015). The HTMT 
index is the average of the heterotrait-heteromethod correlations relative to the 
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average monotrait-heteromethod correlations. All values of HTMT index should be 
less than 0.90, thereby confirming discriminant validity (Henseler et al., 2015). 
Therefore, according to criteria, discriminant validity of all the constructs is achieved. 
The results of Fornell and Larcker can be seen in Table 5.22, cross-loadings of the 
constructs in Table 5.23, and HTMT values in Table 5.24. 
Figure 5.3 
Measurement model (indicator outer loading) 
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Table 5.17 
Finding of the entrepreneurial orientation measurement model {First order, reflective) 
Constructs Items Loadings Alpha Rho_A CR AVE 
INO I 0.69 0.8} 0.82 0.86 0.51 
INO2 0.69 




RSKI 0.76 0.8 0.84 0.87 0.63 
Risk Taking RSK.2 0.88 
RSK3 0.87 
RSK4 0.61 
Proactiveness PROJ 0.90 0.88 0.90 0.92 0.80 
PRO2 0.92 
PRO3 0.85 
Note: INO: innovation, RSK: risk talcing, PRO: proactiveness, CR: Composite 
Reliability, A VE: Average Variance Extracted 
Table 5.18 
Finding of the business networks measurement model (First order, reflective) 
Constructs Items Loadings Alpha Rho_A CR AVE 
IA I 0.89 0.76 0.91 0.82 0.53 
Information IA2 0.78 
Acquisition TA3 0.56 
IA4 0.63 
OE! 0.67 0.72 0.67 0.80 0.50 
Opportunity OE2 0.75 
enabling OE3 0.67 
OE4 0.71 





Table 5.18 (continues) 






Note: IA: information acquisition, OE: opportunity enabling, SRM: strong tie 
resource mobilisation, WRM: weak tie resource mobilisation, CR: Composite 
Reliability, A VE: Average Variance Extracted 
Table 5.19 
Finding of the total quality management measurement model (First order, reflective) 
Constructs Items Loadings Alpha Rho_A CR AVE 
LORI 0.66 0.82 0.82 0.87 0.52 
LDR 2 0.80 
Leadership LDR3 0.77 
LDR 4 0.65 
LDR5 0.72 
LDR6 0.70 
STRl 0.65 0.82 0.86 0.86 0.52 
STR2 0.58 




PPLl 0.66 0.82 0.84 0.86 0.51 
PPL2 0 71 
People PPL3 0.70 
PPL4 0 76 
PPL5 0.70 
PPL6 0.74 
RES! 081 0.8 0.79 0.85 0.59 
Resources RES 2 0.59 
RES 3 0.81 
RES4 0.82 
PRSI 0.71 0.86 0.87 0.89 0.55 
PRS 2 0.67 
Process PRS 3 0.77 
PRS 4 0.81 
PRS 5 0.77 
PRS 6 0.75 
PRS 7 0.65 
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Note: LDR: Leadership, STR: strategy, PPL: employee, RES: resources, PRS: 
process, CR: Composite Reliability, A VE: Average Variance Extracted 
Table 5.20 












































Note: EMIG: export market information generation, EMID: export market 
infonnation dissemination, EMR: export market responsiveness, CR: Composite 
Reliability, A VE: Average Variance Extracted 
Table 5 .21 
























Alpha Rho_A CR 
0.92 0.92 0.93 
AVE 
0.60 





EMID EMIG EMR EP IA INO LDR OE PPL PRO PRS RES RSK SRM STR WRM 
EMID 0.75 
EMIG 0.40 0.75 
EMR 0.30 062 0.76 
EP 0.23 0.54 0.60 0.78 
IA 0.12 0.21 0. l8 0 .21 0.73 
INO 0.35 0.45 0.47 0 .59 0.15 0.71 
LDR 0.22 0.54 0.50 0.47 0.24 0.37 0.72 
OE 0.12 0.20 0 17 0.17 0.29 0.30 0 .16 0.71 
PPL 0 08 0.30 0.30 0.31 0.36 0.23 0.41 0.13 0.71 
PRO -0.22 0.14 0.16 0.41 0.09 0.19 0.16 0.18 0.13 0.90 
PRS -0.04 0.34 0.30 0.38 0.39 0.18 0.41 0.17 0.54 0.25 0.74 
RES 0.14 0.16 0.17 0.13 0.01 0.20 0.28 0.54 0.20 0.11 0.11 0.77 
RSK 0.31 0.60 0.53 0.59 0.16 0.65 0.44 0.18 0.21 0.20 0 .24 0.11 0.79 
SRM 0.14 0.52 0.41 0.39 0.16 0.2 l 0.43 0.21 0.22 0.21 0.36 0.26 0.33 0.90 
STR 0.15 0.27 0.25 0.22 0.30 0.22 0.4 l 0.27 0.61 0.07 0.46 0.35 0.17 0.29 0.72 
WRM 0.26 0.62 0.52 0.54 0.32 0.41 0.40 0.27 0.34 0.18 0.45 0.23 0.51 0.65 0.31 0.78 
Note: EMID: export market information dissemination, EMIG: export market information generation, EMR: export market responsiveness, EP: export performance, IA: 
information acquisition, INO: Innovation, OE: Opportunity enabling, PRO: Proactiveness, PPL: people, LOR: Leadership, PRS: process, RES: resources, STR: strategy, 




Items EMID EMIG EMR EP IA INO LDR OE PPL PRO PRS RES RSK SRM STR WRM 
EMIDl 0.78 0.31 0.15 0.06 0.13 0.25 0.11 0.1 0.09 -0.28 -0.11 0.17 0.21 0.07 0.06 0.15 
EMID2 0.68 0.52 0.34 0.31 0.12 0.27 0.27 0.01 0.12 -0.08 0.10 -0.03 0.31 0.14 0.13 0.32 
EMID3 0.67 0.13 0. 10 0.04 0.08 0.10 0.09 -0.02 0,07 -0.16 0.05 0.06 0.15 0.03 0.13 0.1 l 
EMID4 0.77 0.15 0.17 0.13 0.01 0.26 0.11 0.21 -0.03 -0.16 -0. 11 0.19 0.19 0.12 0.09 0.15 
EMID5 0.84 0.30 0.30 0.26 009 0.36 0.22 0.10 0.06 -0.15 -0.05 0.13 0.26 0.12 0.15 0.)9 
EMIGl 0.25 0.81 0.52 0.41 0.13 0.29 0.44 0. 13 0 .23 0 .13 0.27 0.14 0.45 0.44 0.20 0.53 
EMIG2 0.19 0.81 0.49 0.60 0 .20 0.32 0.49 0.08 0.28 0 .31 0.38 0.02 0.49 0.46 0.17 0.55 
EMIG3 0.48 0.65 0.40 0.22 0. l l 0.27 0.30 0.12 0. 13 -0.10 0.08 0.12 0.45 0.29 0.14 0.38 
EMIG4 0.27 0.68 0.39 0.27 0.16 0.32 0.3 1 0.20 0.25 0.12 0.27 0.14 0.34 0.30 0.33 0.34 
EMIG5 0.38 0.81 0.50 0.43 0.18 0.49 0.44 0.26 0.21 -0 01 0.22 0.19 0.54 0.41 0.23 0.48 
EMRI 0.30 0.31 0.61 0.29 0.17 0.38 0.29 0.32 0.16 -0.02 0.11 0.27 0.21 0.21 0.19 0.26 
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Table 5.23 (continues) 
Items EMID EMIG EMR EP IA INO LDR OE PPL PRO PRS RES RSK SRM STR WRM 
EMR2 0.28 0.47 0.82 0.39 0.14 0.35 0.35 0.09 0.21 0.01 0.16 0.17 0.4 0.29 0.22 0.39 
EMR3 0. 17 0.57 0.85 0.62 0.13 0.37 0.47 0.05 0.29 0.29 0.35 004 0.53 0.4 0.18 0.50 
EPI 0.14 0.47 0.48 0.81 0.10 0.39 0.37 0.07 0.23 0.39 0.33 0.01 0.45 0.35 0.09 0.41 
EP2 0.18 0.44 0.43 0.84 0.13 0.43 0.39 0.08 0 .25 0.32 0.32 003 0.47 0.29 0.1 6 0. 44 
EP3 0.17 0.50 0.56 0.86 0.15 0.48 0.52 0.12 0 26 0.35 0.33 0. 11 0.53 0.43 0 .16 0.56 
EP4 0.18 0.48 0 .54 0.87 0.15 0.49 0.40 0.15 0.24 0.37 0 .35 0.08 0.53 0.37 0.14 0.52 
EP5 0. 16 0.42 0.44 0.78 0.1 2 0.47 0.35 0.12 0.1 9 0 38 0 .23 0.1 l 0.46 0.28 0.15 0.38 
EP6 0.17 0.42 0.44 0.82 0.21 0.44 0.34 0. l 3 0.25 0.42 0.34 0.06 0.45 0.3 1 0. 15 0.44 
EP7 0.14 0.32 0.41 0.61 0.19 0.49 0.31 0.18 0.23 0.17 0.24 0.17 0.41 0 .22 0.21 0.3 
EP8 0.24 0.35 0.48 0.66 0.22 0.47 0.29 0.23 0.27 0.19 0.24 0.21 0.4 0 .24 0.3 0.3 1 
EP9 0.25 0.31 0.44 0.71 0.19 0.47 0.29 0.12 0.25 0.27 0.26 0.19 0.37 0.20 0.20 0.3 1 
!Al 0.15 0.2 0.21 0.24 0.90 0.16 0.24 0.21 0.28 0.04 0.27 0.01 0.18 0.15 0.18 0.29 
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Table 5.23 (continues) 
Items EMID EMIG EMR EP IA INO LDR OE PPL PRO PRS RES RSK SRM STR WRM 
[A2 0.06 0.11 0.08 0.13 0.78 0.08 0 .16 0.21 0.31 0 .13 0.39 -0 04 0.09 0 .11 0.26 0.25 
IA3 -0.02 0.02 0.06 0.01 0.57 0.10 0.04 0.28 0.18 0.06 0.21 -0.04 0.02 -0.0S 0.23 014 
TA4 0.01 0.18 0.08 0.07 0.64 0.09 0. 13 0.30 0.32 0.07 0.34 0.06 0.10 0.13 0.33 0.21 
!NOi 0.22 0.25 0.34 0.46 0.10 0.69 0.25 0.10 0.30 0 .18 0.J 7 0.18 0.43 0.13 0.19 0.23 
INO2 0.2S 0.23 0.3 0.32 0.15 0.70 0.17 0.13 0.21 0.◊3 0.14 0 .12 0.38 0.03 0 .23 0.21 
INO3 0.26 0.21 0.21 0.27 0.01 0.66 0. 1S 0.17 -0.05 0.03 -0.0S 0.10 0.34 0.05 0.0S 0.17 
INO4 0.38 0.44 0.38 0.44 0.17 0.78 0.33 0.31 0.1 8 0.09 0.16 0.12 0.54 0.20 0.19 0.36 
INO5 0.21 0.28 0.30 0.39 0.03 0.71 0.25 0.2S 0.04 0.04 0.06 0.18 0.45 0 .20 0.09 0.31 
TNO6 0.17 0.42 0.41 0.5S 0.15 0.72 0.35 0.26 0.23 0.36 0.21 0.16 0.54 0.2 1 0.17 0.41 
LDRl 0.18 0.29 0.3 0.19 0.18 0.18 0.66 0.11 0.20 -0.04 0.14 0. 19 0.20 0.5 1 0.20 0.43 
LDR2 0.10 0.44 0.42 0.41 0.16 0.27 0.80 0.15 0.32 0.27 0.39 0.24 0.37 0 .70 0.33 0.58 
LDR3 0.11 0.36 0 .38 0.3 1 0.18 0.21 0.78 0.13 0.37 0. 18 0.34 0.25 0.28 0.43 0.38 0 .61 
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Table 5.23 (continues) 
Items EMID EMIG EMR EP IA TNO LOR OE PPL PRO PRS RES RSK SRM STR WRM 
LDR4 0.27 0.40 0.30 0.35 0.17 0.18 0.65 -0.04 0.21 0.14 0.24 0.03 0.31 0.36 0.1 8 0.57 
LDR5 0.18 0.40 0.36 0.39 0.19 0.37 0.72 0.11 0.31 0.01 0.32 0. 19 0.38 0.40 0.28 0.60 
LDR6 0.14 0.40 0.37 0.37 0.16 0.36 0.71 0.21 0.36 0.09 0.3 1 0.33 0.34 0.43 0.38 0.60 
OE! 0.11 0 .19 0.14 0.19 0.41 0.27 0.15 0.68 0.21 0.10 0.26 0.04 0.14 0.10 0.27 0.24 
OE2 0.04 0.18 0.13 0.09 0.09 0.)4 0.14 0.76 0.04 0.18 0.06 0.60 0.14 0.23 0. 16 0.21 
OE3 0.09 0.06 0.03 0.01 0,02 0.17 -0.05 0.67 -0.10 0.08 -0.10 0.60 0.09 0.08 0.10 0.03 
OE4 0.09 0.05 0.09 0.07 0.06 0.21 0.06 0.71 0.01 0.15 0.02 0.64 0.10 0.18 0.13 0.16 
PPLI 0.06 0.17 0.17 0.13 0.19 0.15 0.22 0.14 0.66 0.02 0.34 0.19 0.09 0.09 0.58 0.18 
PPL2 0.15 0.19 0.22 014 0.21 0.18 0.27 0.09 0.71 0.05 0.29 0.21 0.15 0.11 0.49 0.22 
PPL3 0.10 0.08 0.17 0 .14 0.28 0.20 0.26 0.10 0.70 0.02 0.37 0.24 0.13 0.06 0.55 0.18 
PPL4 0.08 0.19 0.14 0.15 0.26 0.13 0.24 0.13 0.76 0.01 0.37 0.17 0.07 013 0.48 0.18 
PPL5 -0.04 0.31 0.29 0.39 0.27 0.14 0.36 0.05 0.71 0.30 0.49 0.01 0.23 0.28 0.25 0.33 
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Table 5.23 (continues) 
Items EMID EMIG EMR EP IA INO LOR OE PPL PRO PRS RES RSK SRM STR WRM 
PPL6 0.08 0.22 0.23 0.20 0.33 0.19 0.34 0.08 0.74 -0 .02 0.36 0.18 0.15 0. 14 0.45 0.28 
PROl -0.20 0.12 0.12 0 .35 0.11 0. 17 0.15 0.14 0.12 0.90 0.24 0.07 0.18 025 0.06 0.1 S 
PR02 -0.20 0.16 0.17 0.43 0.09 0.2 0.17 0.19 0.10 0.93 0.24 0.10 0.21 0.20 0.02 0.22 
PR03 -0.18 0.08 0.14 0.32 0 03 0.14 0.10 016 0.13 0.86 0.18 0.13 0.13 012 0.13 0.11 
PRSl 0.01 0.28 0.22 0.27 0.27 0.13 0.33 0.16 0.42 0.24 0.71 0.07 016 0.23 0.33 0.37 
PRS2 0.01 0.23 0.15 0.19 0.19 0.08 0.26 0 .08 0.39 0 .08 0.67 0.05 0.16 0.26 0.37 0.24 
PRS3 -0.03 0.35 0.22 0.3 0.31 0.12 0.30 0. 16 0.42 0.21 0.78 0.06 0. 16 0.33 0.33 0.32 
PRS4 -0.07 0.20 0.23 0.29 0.33 0.11 0.30 0.11 0.44 0.28 0.82 0.08 0.16 0.27 0.38 0.34 
PRS5 -0.10 0.24 0.28 0.34 0.33 0.14 0.33 0.07 0.39 0.22 0.78 0.08 0 .24 0.30 0.34 0.37 
PRS6 0.01 0.25 0.23 0.33 0.31 0.17 0.34 0.15 0.36 0.17 0.75 0.10 0 .2 0.27 0.31 0.41 
PRS7 0.02 0.15 0.19 0.21 0.26 0.18 0.23 0 .14 0.38 0 .03 0.65 0.12 0 .13 0.16 0.33 0.26 
RES! 0.07 0. 15 0.16 0.13 -0.05 0. 14 0.26 0.48 0 .18 0.15 0.04 0.81 0.12 0.24 0.26 0.18 
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Table 5.23 (continues) 
Items EMJD EMIG EMR EP IA INO LDR OE PPL PRO PRS RES RSK SRM STR WRM 
RES2 0.26 -0.1 -0.03 -0.09 -0.13 0.13 -0.04 0.29 -0.16 -0.10 -0.24 0.60 0.07 -0.04 0.06 -0 08 
RES3 0.09 0.05 0.11 0.10 -0.04 0.24 0 .13 0.5 1 0.06 0.15 0.01 0.82 0.08 0.16 0.21 0.11 
RES4 0.16 0.17 0.14 0.10 0.08 0.15 0.28 0.36 0.23 0.01 0.19 0.83 0.07 0.23 0.37 0.26 
RSKl 0.34 0.39 0.41 0.33 0.07 0.52 0 .27 0.17 0.14 0.01 0.08 0.16 0.76 0.23 0.17 0.34 
RSK2 0.21 0.53 0.45 0.52 0.15 0.50 0.40 0.11 0.25 0.23 0.29 0.06 0.88 0.3 I 0.13 0.48 
RSK3 0.26 0.59 0.50 0.61 0.10 0.60 0.44 0.18 0.11 0.22 0.23 0.09 0.88 0.32 0.08 0.48 
RSK4 0.16 0.35 0.28 0.32 0.25 0.41 0.25 0.10 0.20 0.14 0.13 0.05 0.62 0.14 0.21 0.28 
SRM3 0.16 0.44 0.33 0.29 0.15 0.17 0.58 024 0.21 0.11 0.30 0.31 0.30 0.88 0.29 0.55 
SRM4 0.09 0.49 0.40 0.40 0.14 0.20 0.60 0.15 0.18 0.27 0.35 0.17 0.30 0.92 0.24 0.61 
STRl 0.02 0.11 0.16 0.09 0.22 0.19 0.29 0.32 0.38 0.12 0.35 0.29 0.08 0.18 0.66 0.20 
STR2 0.12 0.11 0.13 0.11 0.16 0.15 0.20 0.34 0.32 0.10 0.23 0.28 0.03 0.18 0.58 0. 17 
STR3 0.07 0.16 0.16 0.10 0.20 0.11 0.24 0.14 0.41 0.02 0.32 0.22 0.10 0.12 0.75 0. 16 
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Table 5.23 (continues) 
Items EMID EMIG EMR EP IA INO LOR OE PPL PRO PRS RES RSK SRM STR WRM 
STR4 0.06 0. 19 0.17 0.10 0.26 0.10 0.25 0.13 0.42 0.02 0.24 0.27 0.07 0.18 0.68 0.16 
STRS 0.14 0.24 0.20 0.19 0.23 0.22 0.34 0.20 0.52 0.02 0.40 0.24 0.19 0.24 0.79 0.27 
STR6 0.16 0.28 0.23 0 25 0.22 0.17 039 0. 15 0.51 0.07 0.40 0.27 0.18 0.29 0.82 0.32 
WRMl 0.13 0.40 0.39 0.35 0.27 0.22 0.23 0.20 0.29 0.15 0.34 0.15 0.29 0.59 0.23 0.76 
WRM2 0.15 0.58 0.47 0.56 0.27 0.33 0.30 0.16 0.29 0.29 0.42 0.09 0.45 0.54 0.22 0.85 
WRM3 0.26 0.45 0.38 0.39 0.28 0.41 0.23 0.22 0.28 0.01 0.34 0.17 0.48 0.42 0.23 0.79 
WRM4 0.27 0.46 0.39 0.34 0.18 0.3 1 0.44 0.29 0.20 0.08 0.3 1 0.34 0.36 0.48 0.3 1 0.71 
Note: EMID: export market information dissemination, EMIG: export market information generation, EMR: export market responsiveness, EP: export performance, IA: 
information acquisition, INO: Innovation, OE: Opportunity enabling, PRO: Proactiveness, PPL: people, LOR: Leadership, PRS: process, RES: resources, STR: strategy, 
RSK: risk taking, STRM: strong tie resource mobilisation, WTRM: weak tie resource mobilisation 
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Table 5.24 
Heterotrait-Monotrait ratio (HTMT) 
EMID EMIG EMR EP IA INO LDR OE PPL PRO PRS RES RSK SRM STR WRM 
EMID 
EMIG 0.49 
EMR 0.42 0 81 
EP 0.26 0.59 0.73 
IA 0.14 0.22 023 0.19 
TNO 0.42 0.53 0.64 0.67 0.18 
LDR 0.26 0.64 0.65 0 .53 0.26 0.43 
OE 0.23 0.26 0.34 0.21 0.32 0.34 0.24 
PPL 0.19 0.33 0 .37 0.32 0.45 0 .29 0.47 0.19 
PRO 0.26 0.22 0.2 0.45 0.12 0.2 0.2 0.22 0.13 
PRS 0.14 0.38 0.36 0.42 0.48 0.22 0.47 0.2 0.62 0.27 
RES 0.29 0.23 0.3 0.19 0.15 0.26 0.32 0.89 0.28 0.16 0.2 
RSK 0.38 0.73 0.67 0.66 0.2 0.78 0.53 0.22 0.25 0.22 0.27 0.15 
SRM 0.17 0.64 0.55 0.45 0.19 0.24 0.83 0.27 0.24 0.25 0.43 0.29 0.41 
STR 0.18 0.32 0.35 0.24 0.42 0.27 0.48 0.32 0.77 0.12 0.54 0.37 0.22 0.35 
WRM 0.32 0.75 0.7 0.61 0.38 0.49 0.81 0.33 0.4 0.21 0.54 0.29 0.63 0.83 0.37 
Note: EMID: export market infonnation dissemination, EMIG: export market information generation, EMR: export market responsiveness, EP: export performance, IA: 
information acquisition, INO: Innovation, OE: Opportunity enabling, PRO: Proactiveness, PPL: people, LDR: Leadership, PRS: process, RES: resources, STR: strategy, 
RSK: risk taking, STRM: strong tie resource mobilisation, WTRM: weak tie resource mobilisation 
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5.14.2 Measurement model for formative constructs 
The formative measurement model is based on testing potential multicollinearity 
among items as well as the analysis of their weights (Hair Jr et al., 2017) to avoid 
unstable estimates. Maximum variance inflation factor (VIF) value for each formative 
indicator was computed resulting in a maximum VIF value of 5 (Hair et al., 2014). 
Following steps require the assessment of the weights, which measure the 
contributions of each formative item to the variance of the construct (Hair Jr et al., 
2017). Specifically, weights provide information about how each formative item 
contributes to the respective composite construct (Chin, 1998). Also, a significant 
level of at least 0.05 indicates that a formative measure is relevant for the construction 
of the composite latent construct (Hair Jr et al., 2017). This study checked the 
significance of weights with a resampling procedure (bootstrapping with 5000 
resamples) and noticed the presence of several insignificant formative indicators. It 
was decided that these items would be kept, which also evidenced a loading factor 
above 0.50. 
Next, each indicator's outer weight (relative importance) and outer loading (absolute 
importance) were examined and used bootstrapping to assess their significance. When 
an indicator's weight is significant, there is an empirical support to retain the 
indicator. When an indicator's weight is not significant, but the corresponding item 
loading is relatively high (i.e., 2-:0.50), or statistically significant, the indicator should 
generally be retained. If the outer weight is insignificant and the outer loading is 
relatively low (i.e., <0.5), it was decided to remove the formative indicator from the 
model and some cases outer loading of indicator higher than 10, however, the 
indicator with strong justification can still be retained (Hair Jr et al., 2017). 
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However, in the examination of outer weights, six insignificant outer weight items 
were found (p<.05) such as EMID, OE, IA, RES, PPL and STR, but were retained due 
to higher significance (p<.05) of outer loadings. This decision was not made on the 
basis of protection of items validity of the fonnative constructs, but also the fact that 
when measuring a construct with a large number of fonnative indicators, it is more 
likely that one or more indicators will have low or insignificant outer weights (Hair Jr 
et al., 2017). The results of second-order formative constructs are shown in Table 
5.25. 
Table 5.25 
Findings of measurement model for formative constructs 





Entrepreneurial INO 0.83 20.55** 0.38 5.27** 1.73 
Orientation RSK 0.92 30.75** 0.62 8.36** 1.73 
PRO 0.45 4.79** 0.26 3.43** 1.05 
LDR 0.95 33.89** 0.8 10.91 *** 1.38 
Total Quality STR 0.46 4.87** -0. l 1.0 ns 1.84 
Management PPL 0.58 7.55** 0.14 1.5 lns 1.87 
RES 0.29 2.74** 0.03 0.45ns 1.19 
PRS 0.66 8.44** 0.3 3.26** 1.55 
Business IA 0.35 3.69** 0.05 0.66ns l. l 8 
Networks OE 0.31 3.49** 0.03 0.47ns 1.14 
SRM 0.77 15.79** 0.23 2.74** 1.73 
WRM 0.98 74.25** 0.81 10.97** 1.89 
Export Market EMIG 0.91 35.19** 0.58 8.88** 1.75 
Orientation EMID 0.38 4.33** -0.01 0.22ns 1. 19 
EMR 0.89 32.59** 0.54 8.53** 1.62 
Note: OL= outer loading, OW= outer wrights, **p<.01 , *p<.05, ns= not significant 
(p>.05) 
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5.14.3 Structural model assessment 
After the assessment of measurement model, the structural model was assessed to 
draw the conclusion. Two things in the structural model were used in the two-stage 
approach model; the coefficient of determination (R2), path coefficient between the 
constructs will be evaluated and decisions on the basis of results will be made. 
5.14.4 Direct (total effect) relationship assessment (path coefficient) 
In SmartPLS, structural model gives an inner-modelling analysis of the direct 
association between the variables of the study including t-values and path coefficients. 
As claimed by Henseler et al. (2009), the path coefficients are like regression analysis 
and standardized beta coefficient. The beta values are the coefficients of regression 
and t-values are analysed to decide the significance level of the constructs. However, 
based on the rule of thumb revealed by Hair et al. (2014), which explains that 
Bootstrapping method was performed (with 5000 sampling iterations for 364 
cases/observations) to determine the beta-values of the coefficient of the regression 
and t-values which must be greater than 1.96 to consider resulted value significant. 
Due to that, the usage of the derived results for further decision-making on the 
proposed hypothesis will be done. 
The main objective of the current study is to evaluate the model by analysing the 
relationships between constructs. However, in current study, seven (07) direct 
relationships were analysed, five hypotheses were found supported by seven-direct 
relationship hypothesis. Table 4.26 shows all direct relationship results. The 
supported or accepted hypothesis must have t-value greater than the threshold value of 
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Findings of structural model (Direct effect results) 
Hypothesis Beta SD T P Values Decision 
Hl : EO -> EP 0.55 0.04 14.14** 0.00 Supported 
H2: BN -> EP 0.12 0.07 1.69 (ns) 0.09 Not Supported 
H3: TQM-> EP 0.16 0.07 2.28* 0.02 Supported 
H4: EO-> EMO 0.39 0.06 6.91 ** 0.00 Supported 
H5: BN ->EMO 0.35 0.07 4.94** 0.00 Supported 
H6: TQM-> EMO 0.13 0.07 l.9l(ns) 0.06 Not Supported 
H7: EMO->EP 0.24 0.06 4.21 ** 0.00 Supported 
Note: * *p<O. l, *p<O. 05, ns= not significant (p>.05) (Two Tail) 
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However, in current study seven (07) direct relationships were analysed, five 
hypotheses were found supported from seven-direct relationship hypothesis. Table 
(4.26) shows the all direct relationship results which hypothesis have been accepted 
and supported must have t-va!ue greater than the threshold value of 1.96 and those 
hYPotheses whose t-value (s) are less than 1.96 has been rejected. 
5.14.5 Mediation model 
Mediator transmits the effect of antecedents on the outcome, either partially or whole 
(Baron & Kenny, 1986). There are three approaches used to investigate the mediation 
effect in previous literature such as causal approach (Baron & Kenny, 1986), Sobel 
test (Sobel, 1982) and bootstrapping approach (Preacher & Hayes, 2004, 2008). 
However, bootstrapping is the most recent mediation analysis approach, where 
bootstrapping generates an empirical representation of the distribution of the sample 
of the indirect effect (Hayes, 2009). The bootstrapping mediation method was 
proposed to overcome the weaknesses of Baron and Kenny (1986) mediation 
approach (Preacher & Hayes, 2004). 
According to Baron and Kenny (1986), mediation must fulfil the four requirements, 
(1) independent variable significantly affects the dependent variable without mediator 
variable (path c), (2) independent variable significantly affects mediator (path a), (3) 
the mediating variable significantly affects the dependent variable (path b), (4) the 
effect of independent variable and dependent variable shrinks upon the addition of the 
mediator (path c · ). 
In contrast, Hayes (2009); Preacher and Hayes (2004) stated that for bootstrapping 
procedure, exogenous variable significantly affects the endogenous variable without 
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the mediator (path c is not required), exogenous variable significantly affects the 
mediator (path a is not required), mediator significant unique effect on the 
endogenous variable (path b is not required), effect of the exogenous on the 
endogenous shrinks upon the addition of the mediator (path c' are not required), and 
also the use of Sobel test is not required. 
Moreover, Sobel test requires normally distributed data and large sample size. On this 
basis, researchers discourage to use the Sobel test for mediation analysis. 
Furthermore, researchers prefer PLS-SEM bootstrapping method that indirect effects 
yield a higher level of statistical power than Sobel test (Hair Jr et al., 2016). Based on 
these characteristics, latest studies prefer to use Preacher and Hayes (2004) 
bootstrapping method for the mediation (indirect relationship) analysis (Fatima & Di 
Mascio, 2018; Hemandez-Perlines, 2016; Prange & Pinho, 20 I 7). Furthermore, there 
are two approaches of theorising the mediation effect, one is the segmentation and 
second is the transmitted approach. In the segmentation approach, the researcher 
investigates direct and indirect effect relationships (Hair et al., 2014) and in 
transmittal approach, the researcher investigates indirect relationships only (Hair Jr et 
al. , 2016). 
However, Hair et al. (2014); Preacher and Hayes (2008) proposed two steps to 
analyse the mediation. First, the direct relationship between the exogenous variable 
and the endogenous variable should be checked. Moreover, Hair Jr et al. (2016) stated 
that researcher can run one model including mediating variable, not necessary to run 
the separate model for a direct relationship. In another study, according to Zhao, 
Lynch Jr, and Chen (20 I 0), it was stated that direct relationship between exogenous 
and endogenous is not a necessary condition. 
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However, current study runs the mediation analysis in a single model (Nitz! et al., 
2016). In addition, there is no need of direct relationship between an exogenous 
variable and endogenous variable before running the mediation analysis (Nitzl et al., 
2016). Therefore, in respect of business networks, where current study found a 
significant direct relationship with BN and SMEs' export performance that the direct 
significant relationship condition is not required. After examining the mediation test, 
it was investigated that mediation type to be used (Zhao et al., 2010). 
This study followed the procedure of mediation as explained by (Hair et al., 2014) by 
adopting the segmentation approach. Thus, this study has examined the mediation 
effect by using SmartPLS 3.2.7 (Ringle et al., 2015) with bootstrapping technique on 
5000 re-sampling limits at 95 percent confidence interval level (two-tail), see Figure 
4.5. Therefore, current study found a significant mediation effect of export market 
orientation between EO-EP (~ = 0.09; t-value = 3.37) and BN-EP (~ = 0.09; t-value = 
3.53). Further current study found no mediation effect of EMO between TQM and 
SMEs' export performance (TQM-EP (~ = 0.03; t-value = 1.66). The mediation 
results can be seen in Table 5.27. 
Table 5.27 
Findings of structural model (Indirect effect results) 
Hypothesis Beta SD T p 2.5% 97% Results 
Statistics Valu 
H8: EO -> EMO -> EP 0.09 O.Q3 3.37** 0.00 0.04 0.15 Mediation 
H9: BN -> EMO ->EP 0.09 0.02 3.53** 0.00 0.04 0.13 Mediation 
HIO: TQM -> EMO ->EP 0.03 0.02 I.66(ns) 0.10 0.00 0 07 No Mediation 
Note· **p<O.J, *p<0.05, ns= not significant (p>.05) (Two Tail) 
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Furthermore, type of mediation has been identified on the basis of Zhao et al. (2010) 
mediation criteria. The study introduced three types of mediation, complementary 
mediation (partial mediation), competitive mediation (partial mediation) and indirect-
only mediation (full mediation). Direct (c) and indirect relationship (a*b) have the 
same sign called complementary mediation if the direct (c) and indirect (a*b) path 
have different signs is recognised as competitive mediation. Tn the last type, if the 
study finds positive indirect (a*b) relationship, positive but not direct (c) relationship 
called indirect only mediation. 
Therefore, in this study, only indirect mediation (full mediation) between BN and 
SMEs' export performances was found. Moreover, the study found complementary 
mediating (partial mediation) between EO-SMEs' export performances. Thus, this 
study made the decision on the basis of Hair Jr et al. (2016); N itzl et al. (2016) 
proposed criterion, where the study accepted H8 and H9, further reported 
complementary mediation and only mediation, respectively. The hypothesis HlO 
found no mediation effect of EMO between TQM and SMEs' export performance. 
Mediation type selection criteria can be observed in Figure 5.6. 
183 
Complement~ry 








Mediation type selection procedure 
Source: Zhao et al. (2010) 
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5.14.6 The coefficient of determination (R2) and effect size (12) 
R1 is a major part of a structural model evaluation. R2 value of 0.25, 0.50, and 0. 70 are 
referred to as weak, moderate, and strong coefficient of determination, respectively 
(JF. Hair et al., 2014). In this case, the entrepreneurial orientation, total quality 
management, business networks and export market orientation explained 56 percent 
to SMEs' export perfonnance in the manufacturing sector of Pakistan. Moreover, 
entrepreneurial orientation, total quality management and business networks 
contributed around 54 percent to export market orientation. Hair Jr et al. (2017) stated 
that model decision based on R2 approach is not good, however, this study analysed 
path coefficient and made the decision based on t-values. 
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Table 5.28 
Values of R2 and effect size/2 
Exogenous Variable /2 
EMO EP 
EO 0.241 0.280 EMO 0.54 
BN 0.087 0.001 EP 0.56 
TQM 0.012 0.013 
EMO 0.061 
Furthermore, one more criterion is the effect size to validate the structural model 
(Hair et al., 2014), hence, this study examined the effect size (/2). According to Hair 
et al. (2014), the effect size is explained as the exogenous variable contribution into 
endogenous variable R2 values. Moreover, the effect size (f 2) is considered as small 
(0.02), medium (0.15) and large (0.35) to measure the exogenous effect value into 
endogenous variable's R2 validation of the structural model as well (Cohen, Cohen, 
West, & Aiken, 2013). This study found effect size as EO-EP (0.28) medium, BN-EP 
(.001) least effect size, TQM-EP (.013) less than small, and contribution of the 
exogenous variable in EMO recorded as EO-EMO (0.241) medium, BN-EMO (.087) 
small and TQM-EMO (.012) less than small, respectively. The effect size values can 
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f2 graphical representation 
5.15 Summary of findings 
f Square 
In this portion presented the study decision regarding hypothesis acceptance and 
rejection in a table. Their detail can be seen table 5.29. 
Table 5.29 








There is a significant relationship between Entrepreneurial orientation 
(EO) and export performance of SMEs. 
There is a significant relationship between business networks (BN) and 
export perfonnance of SMEs 
There is a significant relationship between total quality management 
(TQM) and export performance of SMEs 
There is a significant relationship between export market orientation 
(EMO) and export performance of SMEs. 
There is a significant relationship between eotTepreneurial orientation 

















There is a significant relationship between Business Networks and 
export market orientation of SMEs 
There is a sign ificant relationship between total quality management 
and export market orientation of SMEs 
EMO mediates the relationship between EO and export performance 
of the firm. 
EMO mediates the relationship between BN and export performance 
of the firm. 
EMO mediates the relationship between TQM and export 
performance of the firm. 









This chapter has comprehensively discussed the data analysis. Specifically, the 
response rate, missing values, outliers, nonnality test, multicollinearity test, reverse 
coded terms, non-response bias test, common method variance test, correlation matrix 
procedure for common method variance test, demographics of the respondent, 
confirmatory tetrad analysis, statistical power test and PLS-SEM analysis have been 
conducted and discussed in this chapter. PLS-SEM analysis examined the 
measurement model for reflective construct, measurement model for formative 
constructs, and structural model analysis for hypothesis acceptance and rejection. 
Furthermore, in measurement model the individual item reliability, internal 
consistency reliability, convergent validity and discriminant validity was evaluated. 
The assessment of structural model in the form of significant path coefficient, 
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evaluation of the level of R-squared values, determination of effect size, direct and 
mediating effect was critically evaluated through PLS-SEM bootstrapping. 
The last part of the chapter discussed the direct relationship of EO, BN, TQM, EMO 
and SMEs' export performance and direct relationship were analysed between EO, 
BN, TQM and EMO and found five hypotheses among seven direct relationships. 
Finally, indirect relationship or mediation was evaluated and found the statistical 
significant support for mediation; export market orientation mediates the relationship 
between entrepreneurial orientation, business networks and export performance. 
Moreover, found the no mediation role of EMO between TQM and SMEs' export 
performance. Therefore, achieved the major objectives of data analysis in this chapter, 




DISCUSSION AND CONCLUSION 
6.1 Introduction 
This chapter will discuss the research findings which are based on the study's 
objectives. Moreover, this chapter presents the study's implications, in tenns of 
theoretical, practical, and methodological. Finally, limitation and future 
recommendations are also discussed in this chapter. 
6.2 Summary of the study 
The following section will discuss the alignment between study objectives and 
findings. The current study was conducted to analyze the manufacturing SMEs' 
export performance in the context of Pakistan. A total of 364 manufacturing SMEs 
responded to the study's questionnaire. There are four objectives of the study as 
presented in chapter I, which are: (1) To analyze the influence of entrepreneurial 
orientation (EO), business networks (BN), and total quality management (TQM) on 
export performance of manufacturing SMEs in Pakistan. (2) To examine the 
association of EO, BN, and TQM with export market orientation (EMO). (3) To 
investigate the influence of EMO on SMEs' export perfonnance. ( 4) To evaluate the 
mediating role of EMO between EO, BN, and TQM with SMEs' export performance. 
The following objectives were defined and formulated according to the research 
questions that were developed from the problem statement in the first chapter. The 
study investigated the proposed relationships in an attempt to increase the export 
performance of SMEs. The current research framework in the studies is supported by 
the resource-based view (RBV) and the dynamic capability view (DCV) theories 
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which claim that tangible and intangible resources and capabilities influence the 
export performance of SMEs. Subsequently, this study reported that entrepreneurial 
orientation, business network, and total quality management are intangible resources 
and export market orientation treated as having the dynamic capability. Ten 
hypotheses are proposed and examined statistically through PLS-SEM technique 
using Smart PLS 3 software, among these ten hypotheses, seven hypotheses tested the 
direct relationships while three hypotheses were developed to test the indirect 
relationships (mediating). 
The empirical results concerning objective one found a positive relationship between 
EO and export performance, and TQM and the export performance of SMEs. But, the 
study found no significant relationship between BN and the export performance of 
SMEs. Regarding objective two, the study found a significant relationship between 
EO and EMO, and BN and EMO. On the other hand, this study revealed the 
insignificant relationship between TQM with EMO. In regards of objective three, the 
study found a significant positive relationship between EMO and SMEs' export 
performance. 
With respect to mediation effect of EMO for the objective four, the present study 
found a mediating role of EMO on the relationship between EO and BN with the 
SMEs' export performance. However, the study found no mediating role of EMO on 
the relationship between TQM and SMEs' export performance. In summary, seven 
hypotheses were supported out of the ten proposed hypotheses. 
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6.3 Discussion of Results 
SMEs should improve their resources and capabilities, which are found important for 
achieving high performance in international markets. The development of 
resources/capabilities such as EO, BN, TQM, and EMO are vital for the intense 
domestic and international competitions faced by SMEs. Linking these with the 
previous argument, the research framework of this study was developed based on the 
RBV and DCV theories and tested with the 364 Pakistani SMEs' data. The findings 
from the current study supported seven hypotheses among tbe total l O proposed 
hypotheses. The discussions of study's findings are organized in accordance to the 
study's objectives and are as follows: 
6.3.1 The relationship between EO, BN, TQM and SMEs' export performance. 
The first objective of the study was to validate the relationship between 
entrepreneurial orientation (EO), business network (BN), total quality management 
(TQM) and SMEs' export performance. From this first objective, three hypotheses 
(Ht, H2, and H3) were formulated and each of the hypothesis will be explained 
separately in different paragraph. 
The first hypothesis (HI) that was outlined is about the relationship between EO and 
SMEs' export performance. The current study used the conceptualization of EO 
proposed by Covin and Slevin (1989), that EO is the tendency which involves the 
willingness to innovate, try to take risk to develop new products, services, and 
markets, as well as acting more proactively by exploring new opportunities and 
successfully compete with competitors (Covin & Slevin, 1989). The resource base 
view (RBV) theory was used to develop the research model (Barney, 1991). As per 
table 5.26 in chapter five, the current study revealed the significant positive 
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relationship between EO (~= 0.55, t=14.14, p=0.00) and SMEs' export performance 
with medium effect size <f =0.28), thus accepting the first hypothesis of the study. It 
means that SMEs that concentrated on EO in terms of successfully develop new 
products, services, markets, and act more proactively by exploring the new 
opportunities may help them to increase their export perfonnance. 
The finding of a significant positive relationship between entrepreneurial orientation 
and export performance is consistent with previous studies (Abiodun & Rosli, 2014; 
Ajayi, 2016; Boso, Oghazi, Cadogan, & Story, 2016; Cadogan, Boso, Story, & 
Adeola, 2016; Celec, Globocnik, & Kruse, 2014; Fernandez-Mesa & Alegre, 2015; 
Mutlu & Aksoy, 2014; Nuseir, 2016; Samson & Mahmood, 2015). Furthermore, more 
recent empirical studies such as Astini and Tafiprios (2017); Hernandez-Perlines 
(2018); Monteiro, Soares, and Rua (2017a, 20176); Radulovich, Javalgi, and Scherer 
(20 I 8); Ribau, Moreira, and Raposo (2017); ~ahin and Gtirbtiz (2017); Thanos, 
Dimitratos, and Sapouna (2016) also found significant relationships between EO and 
SMEs' export performance. The following consistency's findings with prior studies 
and recent literature has fu11her strengthened the resource-based view of the firm that 
particularly identifies entrepreneurial orientation as rare, hard to imitate, valuable and 
hard to substitute innovation-based which can secure competitive advantage. The 
present study has successfully added to the literature on RBV that EO is a 
contributory resource that adds value to SMEs' export performance. Therefore, the 
present study empirically supported the above argument that EO does influence 
SMEs' export performance. In conclusion, this study supported the significant 
importance of EO as one of the determinants in export performance based on the data 
collected from SMEs in Pakistan. 
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Hence, a successful implementation of EO can help Pakistani manufacturing SMEs 
for a positive export performance. Specifically, the extent to which EO ensures the 
success of firms' export performance depends on the EO combined behaviour of 
innovativeness, risk-taking, and proactiveness. Therefore, an investment on EO in 
SMEs is vital for a positive export performance, such as: by developing new products, 
business process and the unique introduction of combined resources. Additionally, 
SMEs with entrepreneurial orientations have a high confidence level in venturing into 
international markets with their available resources and abilities. SMEs with strong 
entrepreneurial orientation are capable of preparing their future-oriented plans of how 
to approach new markets, new customers, new contracts, analyzing competitors' 
strengths and weaknesses, backup plans and future promotional strategies ahead of 
their competitors. Thus, they at the forefront to introduce new products, new services 
in international markets before the competitors. 
In addition, all three dimensions of EO, namely innovativeness, proactiveness, and 
risk-taking are considered as important factors in business decision-making that could 
enhance export performance. This is because through effective decision making, it 
could help SMEs to select the best decision for their firm, thus improve their business 
operation, which in turn enhance their export performance. Therefore, if researchers 
are to look at SMEs in the context of Pakistan, it should improve EO abilities, which 
can help them to identify more opportunities and take business risks to achieve higher 
business performance in international markets. The higher level of EO is required for 
more significant levels of SMEs' export performance (Boso, Cadogan, & Story, 
2013). With limited resources, SMEs face more difficult competition in domestic and 
international markets. Hence, the current study suggests Pakistan SMEs 
owners/managers to incorporate EO to foster the export performance of their firms. 
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Next discussion will be touched on the second hypothesis (H2) pertaining to the 
relationship between BN and SMEs' export performance. Several past studies 
reported the significant relationship between BN and SMEs' export performance. But 
contrary to that, the results of this study as shown in table 5.26 revealed the 
relationship of BN (13= 0.12, t=l.69, p=0.09) and SMEs' export performance with a 
rather low effect size (/ =0.001). Thus, the second hypothesis (H2) of this study is 
rejected. In other words, BN does not relate to SMEs' export perfonnance in the 
context of SMEs in Pakistan. Basically, BN enables firms to utilize their relationship 
and gain access to several resources holds by other actors. Firms' capability to 
manage business relationship with stockholders is important for resource deployment 
and firm performance. Many researchers have reported that BN indeed helps improve 
export performance (Faroque et al., 2017; Villena Manzanares, 2017). However, some 
researchers also reported insignificant results between BN and export performance, 
hence questioning BN's linkage in SMEs' export performance (Stoian et al., 2017). 
Although, this result is in contradiction with some previous studies (e.g. Ajayi, 2016; 
Faroque et al., 2017; Ginting, 2015; Idris & Saridakis, 2017), but this insignificant 
result is consistent with the previous studies on the relationship between BN and 
SMEs' export performance (e.g. Jin & Jung, 2016; Sozuer, Altuntas, & Semercioz, 
2017; Stoian et al. , 2017), who were unable to find the significant relationship 
between BN and SMEs' export performance. Furthermore, they pointed out that the 
relationship between BN and SMEs' expo1t performance in developing countries 
turned up insignificant mainly due to problems like scare resources, the dearth of 
knowledge, lack of management experience, trust and the reputation of the country. 
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There are additional arguments regarding the insignificant relationship between BN 
and SMEs' export performance. A possible explanation is that SMEs exporters 
frequently located in their individual markets rely significantly on the agents or 
distributors for reaching foreign markets except when they are in direct contact or 
approach international business partners and customers (Dimitratos, Amoros, 
Etchebarne, & Felzensztein, 2014). An additional reason for this insignificant 
relationship is related to methodology differences, such as the lack of mediating 
variable between the relationship of BN and SMEs' export performance. Hence, this 
study has proven that business networks are not crucial for SMEs' export performance 
at the international market level. Furthermore, it has been identified in this study, that 
BN has an indirect relationship with SMEs' export performance through export 
market orientation. In other words, higher SMEs' export performance could not be 
achieved through business network in overseas; it can be achieved when SMEs have 
export market orientation in the international market (Jin& Jung, 2016). In daily 
operations, SMEs make contact with many business stakeholders such as customers, 
suppliers, dealers and wholesalers, this interaction (networks) serve as a more 
accurate source of export market information, which alternatively improves the 
SMEs' export performance. 
Last but not least for the first objective, this paragraph will discuss the third 
hypothesis (H3) of the study pertaining to the relationship between TQM and SMEs' 
export performance. TQM is a holistic management approach that aims to bring 
continuous improvement in all functions. It involves the participation of all employees 
under the leadership of top managements, with the objective to provide products and 
services according to customers' needs and demands that are better than their 
competitors (Dernirbag et al., 2006). In a bid to answer this research question, the 
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relationship between TQM and Sl\1Es' export perfonnance was tested. According to 
table 5.26 in chapter five, the present study found a significant positive relationship 
between TQM (~= 0.16, t=2.28, p=0.02) and SMEs' export performance with small 
effect size (f =0.013). As such, the third hypothesis (H3) is accepted. These current 
study findings mean that effective implementation of TQM may cause the SMEs' 
export performance to grow higher. 
The significant findings on the relationship between TQM and SMEs' export 
performance was in line with previous studies ( e.g. Abeykoon & de-Alwis, 2016; 
Lages, Silva, & Styles, 2009; Masakure, Henson, & Cranfield, 2009). Besides all of 
the highlighted studies, total quality management firms can maintain all business 
functions according to target customers, which is the key to achieve sustained 
competitive advantage (Shenawy, Baker, & Lemak, 2007). In general, the result 
provides further support for the assertion of the RBV theory confirming the positive 
influence of this VRIN resource on the export perfonnance of SMEs. Therefore, TQM 
with the dimensions of leadership, strategy, people, resources, and the process is, 
directly and indirectly, involved in the whole business operations and all the 
components of TQM. They are interrelated, thus, making all these elements critical 
for decision-making that could help Sl\1Es attain higher export perfonnance. 
Moreover, TQM is essential for product and service quality repute, which can help 
SMEs to export their business successfully to international markets, which ultimately 
leads to higher export performance. 
In addition, the core purpose of TQM is to satisfy customers' needs, fulfill their 
requirements and expectations through continues improvements in product and 
service quality. Therefore, a successful implementation of TQM can help SMEs to 
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achieve customers' satisfaction, which leads to more demand for their 
products/services, hence increase firms' export. Furthermore, TQM ensures the 
quality of products and service, preventing the defect and rate of error in work 
processes. SMEs are considered a backbone to the Pakistan economy; thus, a proper 
implementation of TQM can give positive results in boosting SMEs' export, and 
eventually contribute to the country's economic growth. Hence, the owners/managers 
of SMEs and practitioners should emphasize on the effective implementation of TQM 
to satisfy customers to achieve sustainable SMEs' export performance. Moreover, 
SMEs' owner/managers should update their managerial skills, knowledge, capabilities 
on a continuous basis and equipped themselves with the latest knowledge of TQM to 
become the first mover against competitors. 
6.3.2 The relationship between EO, BN, TQM and export market orientation 
(EMO). 
The second objective of the study was to investigate the relationship between EO, BN, TQM, 
and EMO. Three hypotheses were formulated from this objective that was named as 
H4, HS, and H6 that will be explained separately in different paragraph. 
In respect of hypothesis four (H4) that was on the relationship between EO and EMO 
and it was found that the influence of EO on EMO is affirmative. That is, the current 
study found a positive significant relationship between EO (P= 0.39, t=6.9 l , pc:=0.00) 
and EMO with a medium effect size (/ =0.241). Thus, hypothesis four (H4) is 
accepted. This finding showed that EO is one of the critical factors for the execution 
of EMO. The finding of this study has validated that resources are an important factor 
for the dynamic capability development, in which EO is the resource, while EMO is 
the dynamic capability factor in this case. 
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The current study results correlate directly with previous studies, such as Amin, 
Thurasamy, Aldakhil, and Kaswuri (2016); Gonzalez-Benito, Gonzalez-Benito, and 
Munoz-Gallego (2009); Keh, Nguyen, and Ng (2007); Matsuno, Mentzer, and 
Ozsomer (2002); Osman, Ahmad, Rashid, and Hussain (2011); Sung, Choi, Kim, and 
Lee (2014 ). According to Keh et al. (2007), entrepreneurial orientation has had an 
influential contribution in market information generation and market information 
utilization. Moreover, the export market orientation has a configurationaJ ability, 
which means it requires input and converts to output (Menguc & Auh, 2006). In this 
case, EO takes market information from the market environment, especially on 
customer demands through the EMO function, it further transforms the information to 
produce new product and new services to the market (applying EMO function), and 
this new product and services further were considered as an output to the EMO 
function. This supported by the DCV theory as EO supported to EMO function 
(Menguc & Auh, 2006). In essence, market orientation and entrepreneurial orientation 
are interrelated such that entrepreneurship needs market orientation to target its 
innovative actions successfully in the market, and market orientation needs 
entrepreneurship to attain fast responses to market opportunities (Gonzalez-Benito et 
al., 2009). Hence, this study also demonstrated that EO has a substantial effect on 
export market orientation regarding innovativeness in marketing strategies, taking the 
risk to enter in new markets and proactiveness activity of the EO work to search new 
markets or new customers for better firm perf onnance in international markets. 
Next, the fifth hypothesis (HS) had proposed the relationship between BN and EMO. 
The finding revealed a significant positive relationship between BN (J3= 0.35, t=4.94, 
p=0.00) and EMO with a small effect size (/ =0.012). Thus, hypothesis six (H5) is 
supported. This implied that BN is one of the critical element for EMO functions 
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within the firm and in international markets, as BN influences export market 
information generations, dissemination, and responsiveness, which links to export 
performance. 
The result of the study is consistent with the past research that has been carried out, 
(Boso, Story, & Cadogan, 2013; Chang & Fang, 2015; Jin & Jung, 2016; Lin, Huang, 
& Peng, 2014), and the most recent study reported the positive influences of business 
networks on export market orientation in developing countries (Stoian et al., 2017). 
According to previous researches, business networks are a very important predictor 
for business success, and it provides an abundance of benefits such as market 
intelligence sharing with partners, increased resources, improved coordination with 
stockholders (Boso, Story, et al., 2013). Therefore, the current study findings which 
are supported in the argument in the previous sentence is that business networks 
influence the export market orientation. In regards to information attainment from 
stakeholders, providing an opportunity for new markets through strong ties with 
suppliers, competitors, and resource providers for the implementation and 
development of export market orientation and easy access to international market 
orientation in competitive markets. The present study results suggest that the 
development of a business network generates export market orientation behavior. As a 
result, BN is very important for EMO activities. Thus, the owner or manager should 
consider implementing the BN element during the enactment of EMO decisions. 
The next discussion will be on the sixth hypothesis (H6) on the relationship between 
TQM and EMO. In order to answer this hypothesis, the researcher used the partial least 
square path modeling. The findings from Table 5.26 revealed that TQM (P= 0.13 , t= 1.9 l, 
p=0.06) and EMO of the manufacturing SMEs was found to be not significant with a 
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very smal l effect size (f =0.012). Thus, hypothesis six (H6) of the study is not 
supported - i.e., TQM does not relate to EMO of manufacturing SMEs in the context 
of Pakistan. 
However, this result is not well supported when comparing it to some of the previous 
studies (Bazazo, Alansari, Alquraan, Alzgaybh, & Masa'deh, 2017; Miguel, Heras-
Saizarbitoria, & Tari, 2016; Pattanayak, Koilakuntla, & Punyatoya, 2017; Samat, 
Ramayah, & Saad, 2006; Taleghani, Akhlagh, & Hoseini, 2013; Wang, Chen, & 
Chen, 2012). Additionally, some studies also discovered an insignificant relationship 
(Samat et al., 2006). This study investigated the relationship between TQM and 
export market orientation in the context of the international market. Similarly, to the 
previous researchers, TQM and export market orientation are interrelated resources 
for the firms, which maintains the coordination between both the TQM and EMO 
departments. Both resources are working towards product value addition and 
managing the change, which is essential for any firm to attain a competitive 
advantage. Despite this, in the current study, it is revealed that direct relationship of 
TQM, and EMO with SMEs' export performance was significant, while an 
insignificant contribution of TQM is found in the EMO implementation or process. 
For instance, in some traditional or low industrialized countries such as Pakistan, 
products, process and business systems are not integrated with one another. Hence, 
TQM and EMO coordination may not be considered as important. Another possible 
explanation is based on the assertation that the relationship between TQM and EMO, 
as business strategies, is contextually different (Diamantopoulos & Hart, 1993). Thus, 
TQM is not considered essential for EMO implementation in the context of Pakistan 
businesses. In other words, firms in Pakistan might implement TQM to improve their 
business process and procedure continuously, while they might not be focusing on 
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market greater information generation, dissemination, and responsiveness to 
customers. Hence, this study presented that there is no relationship between TQM and 
EMO. 
6.3.3 The relationship between export market orientation and SMEs' export 
performance. 
The third objective of the study was to investigate the influence of EMO on SMEs' 
export performance of the manufacturing SME in Pakistan. Hypothesis seven (H7) 
was formulated for this objective. The present study proposes the conceptualization of 
EMO by Cadogan et al. (2002), i.e., market orientation is all about the way and 
manner that firm generates the present and future information about its customer, 
competitors and disseminates this information across the department in the 
organization. Finally, responds to this information in the manner that it would satisfy 
the needs and wants of its customer better than its competitors. The 
application/practice of market orientation in an international market or across an 
international border is regarded as export market orientation (EMO). 
The dynamic capability view theory was used by Teece (2007) to propose the 
mediating role of EMO in the research model. The third question posed was that 
EMO influences the export performance of the manufacturing SMEs in Pakistan. 
According to Table 5.26, the results showed a significant positive relationship 
between EMO W= 0.24, t=4.21 , p=0.00) and SMEs' export performance with a small 
effect size (/ =0.061). Thus, H7 is accepted. In other words, a positive increase in 
EMO leads to a positive increase in SMEs' export performance, particularly in 
Pakistan. It means that manufacturing SMEs which successfully get and use 
information about their international customers and competitors which represent the 
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EMO abilities, would help them to achieve success in their export activities, thus 
increase export performance. 
1n addition, it is important to remember that EMO is defined as the enterprise's 
philosophy which focuses on customer satisfaction through the activities of export 
market information generation, export market information dissemination and export 
market responsiveness. The study results regarding EMO and SMEs' exp011 
performance are consistent in their finding when compared with previous studies (e.g. 
Alotaibi & Zhang, 2016; Boso, Annan, Adeleye, Iheanachor, & Narteh, 2016; Boso, 
Oghazi, et al., 2016; Chang & Fang, 2015; Faroque, 2015; Feder, 2015; Jing & Zhu, 
2016; Lin et al., 2014; Navarro, Acedo, Losada, & Ruzo, 201 1; Pascucci, Bartoloni, 
& Gregori, 2016; Samson & Mahmood, 2015; Shavazi, Moshabaki, Hosseini, & 
Kordnaeij, 2015; Zehir, Kole, & Ytld1z, 2015). One more recent study also found a 
positive relationship between export market orientation and SMEs' export 
performance (Singh, Saufi, & Hassan, 2017). 
Export market orientation is a firm level capability which has access to market latest 
information and applies this knowledge to meet customer needs and demands which 
will eventually help to achieve sustained competitive advantage (Day, 1992). Other 
than that, with three dimensions of EMO, namely the information generation, export 
market information dissemination and export market responsiveness could 
individually strengthens the SMEs' export performance. Therefore, export market 
orientation in export venturing would result in superior export performance which is 
validated by the present study. Export market orientation not only influences firm 
export performance in financial, strategic and customer satisfaction terms, it also can 
help with the building of a strategic layout in foreign markets. 
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6.3.4 Mediating role of EMO between EO, TQM, BN and SMEs' export 
performance in manufacturing sector of Pakistan. 
The fourth and final objective of the study was to investigate the mediating role of 
EMO on the relationship between EO, BN, and TQM with SMEs' export performance 
in the manufacturing SMEs of Pakistan. Consequently, hypotheses eight (H8), nine 
(H9), and ten (Hl 0) were tested to view the mediating role of EMO towards SMEs' 
export performance. 
The hypothesis eight (H8) was formulated to analyze the mediating role of EMO on 
the relationship between EO and SMEs' export performance. The result of hypothesis 
found the following mediation effect of EMO W= 0.09, t=3.37, p=0.00, 2.5%=0.04, 
97%=0. l 5) on the relationship between EO and SMEs' export performance with no 
zero value (0.04 to 0.15). Thus, H8 is accepted. However, in this study, it is identified 
that EO significantly affects EMO and SMEs' export performance. In other words, 
EO was found to affect the SMEs' export performance positively through the 
mediating role of EMO. 
According to this, finding on entrepreneurial orientation will help SMEs gam a 
foothold into the international market for introducing the innovative market strategies 
and taking the risk to enter in new markets in foreign countries and providing the 
opportunity to find the new market abroad. Moreover, the current study proved that 
EMO provides the link of SMEs' export performance between EO and SMEs ' export 
performance. Therefore, EMO refers to take the new products from the EO and 
process into the market which will give a higher export performance to SMEs. 
However, EO has a direct influence on SMEs' export performance, but the 
introduction or mediation between the relationship of EO and SMEs' export 
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performance enhanced at a higher level. Thus, SMEs can use the EO that will enhance 
their EMO, which further increase the SMEs' export performance. The current study 
results are similar to previous studies regarding the role of market orientation between 
EO and SME performance (Amin et al., 2016; Baker & Sinkula, 2009; Moghadam & 
Hejazi, 2014). In conclusion, SMEs of Pakistan should be entrepreneurship-oriented, 
only then they can have a more efficient market orientation system, and in tum, they 
will achieve the higher export performance. Furthermore, the present results are 
supported by a dynamic capability theory, which stated that the firm export 
performance can be achieved through a combination of firm resources and capabilities 
such as £0 and EMO in international markets. 
With respect to hypothesis nine (H9), the study found significant positive mediating 
role of EMO (~= 0.09, t=3.53, p=0.00, 2.5%=0.04, 97%=0.13) on the relationship 
between BN and SMEs' export performance with no zero value (0.04 to 0.13). Thus, 
H9 is accepted. It means that manufacturing SMEs in Pakistan which apply effective 
BN would increase their EMO abilities, which in turn enhance their export 
performance. 
Referring to the hypothesis two's (H2) finding reported previously, BN did not 
significantly affect SMEs' export performance. However, it significantly affects the 
SMEs' export performance through the existence of EMO. In other words, the 
relationship has an indirect relationship with SMEs' export performance. Moreover, 
the relationship has a suitable magnitude and is significant due to the mediation role 
of EMO. In conclusion, based on the current study's results, the impact of BN on 
S:MEs ' export performance is better understood through the mediational role of EMO. 
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Moreover, in this case, the results stated that SMEs' ability to maintain strong ties 
with customers, suppliers and competitors which represent the BN abilities would 
lead to improvement in an EMO functions, and consequently would help to achieve a 
high SMEs' export perfonnance. This finding seems to indicate that S:MEs' export 
performance is dependent on the business networks when firms have a proper 
implementation of export market orientation. This current study findings agree with 
past empirically proven studies (e.g. Chang & Fang, 2015; Chung, 2012; Jin & Jung, 
2016; Lin et al., 2014) and one more recent study also reported the influential role of 
export market orientation between BN and SMEs' export performance (Stoian et al., 
20 17). 
Other than that, this result is also supported by the RBV and DCV theories that the 
combination of the business network (resources) and export market orientation 
(dynamic capability) would create a sustainable competitive advantage, which leads 
to higher SMEs' export performance. Thus, business networks are the vital 
ingredients for export market orientation which would provide the firm with 
capabilities to achieve an enhanced SMEs ' export performance. Therefore, the present 
study findings stated that resources (BN) are very important to produce the capability 
(EMO), which further enhance performance, particularly export performance. 
In other words, the current study confirmed the mediating role of EMO on the 
relationship between BN and SMEs' export performance. It clearly suggested that 
SMEs should utilize BN to overcome their resource deficiencies, instead of being the 
direct driver of SMEs' export performance. Hence, BN help SMEs to collect higher 
market information and alternatively, market information (EMO) was found to have a 
contributory role in SMEs' export performance. 
205 
Last but not least for final hypothesis (HlO) that was formulated to test the mediating 
role of EMO on the relationship between TQM and SMEs' export performance. The 
results of the study found no mediation effect of EMO (~= 0.03, t=l.66, p=0.J 0, 
2.5%= -0.00, 97%=0.07) on the relationship between TQM and SMEs' export 
performance with existence of zero value (-0.00 to 0.07). Thus, HlO is rejected. 
Theoretically, this current result is inconsistent with past studies (e.g. Bazazo et al., 
2017; Lam, Lee, Ooi, & Phusavat, 2012; Miguel et al., 2016; Raju & Lonial, 2001; 
Taleghani et al., 2013; Wang et al., 2012). However, the results of the study regarding 
the mediating role of EMO on the relationship between TQM and SMEs ' export 
performance is not surprising because of the path from TQM to EMO was an 
insignificant and direct relationship was reported positive earlier. A possible reason 
for this is that SMEs might be focused on TQM rather than EMO capability. To 
clarify, if TQM implementation needs a high amount of resources; it is quite possible 
that SMEs will consume all the resources on TQM implementation than EMO. 
Furthermore, EMO in exporting SMEs should not be viewed as a major 
administrative revolution, rather as an incremental adjustment to existing market 
approaches. Hence, this finding showed that EMO did not mediate the relationship 
between TQM and SMEs' export performance. 
6.4 Contributions of study 
This study contributes to the issues of low SMEs' export performance. This research 
established the relationship between resources (EO, BN, and TQM), capability 
(EMO) and SMEs' export performance. Also, this study added new knowledge to the 
literature by investigating the mediating role of EMO in the relationship between EO, 
BN, and TQM with SMEs' export performance. Indeed, the present study has made 
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several contributions to the literature as presented below. The implications of the 
study, namely theoretical implications, practical implications, and methodological 
implications are discussed in the following sub-sections. 
6.4.1 Theoretical implications 
The research model of this study has been formulated based on previous empirical 
and conceptual studies. This research framework is supported by two theories, namely 
the resource base view (RBV) and dynamic capability view (DCV). The following 
section provides the empirical evidence for the theoretical relationship hypothesized 
in the research framework. Previous researchers on SMEs' export performance 
investigated several factors (Chen, Sousa, & He, 2016). Filatotchev, Liu, Buck, and 
Wright (2009) in their studies used export orientation as antecedents of SMEs' export 
performance. Similarly, Majocchi, Bacchiocchi, and Mayrhofer (2005) analyzed the 
impact of firm size, business experience and export intensity on SMEs' export 
performance. In another study, the research and development capabilities were 
investigated as antecedents of SMEs' export performance (Lefebvre, Lefebvre, & 
Bourgault, 1998). Moreover, in the study of Babakus, Yavas, and Haahti (2006), 
perceived uncertainty and business network factor of the SMEs' export performance 
were investigated. According to Haahti, Madupu, Yavas, and Babakus (2005), 
cooperative strategy and knowledge intensity influences SMEs' export performance. 
Mostafa, Wheeler, and Jones (2005) stated that entrepreneurial orientation and firm 
management commitment are the main contributors to SMEs' export performance. In 
the same way, Javalgi and Todd (2011) analyzed the effects of entrepreneurial 
orientation, management commitment and human capital on SMEs' export 
performance. Furthermore, social networks (Zhou, Wu, & Luo, 2007), trade 
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promotion (Wilkinson & Brouthers, 2006), marketing strategy (Lages & 
Montgomery, 2004), innovation (D'Angelo, 2012), information technology (Zhang, 
Sarker, & Sarker, 2008), government assistantship (Shamsuddoha, Ali, & Ndubisi, 
2009) and relationship quality (Ural, 2009) are considered as influential antecedent of 
SMEs' export performance. 
However, a number of published studies have highlighted that entrepreneurial 
orientation determine SMEs' export performance (e.g. Amin et al., 2016; Boso, 
Oghazi, et al., 2016; Cadogan et al., 2016; Felzensztein, Ciravegna, Robson, & 
Amoros, 2015; Ahimbisibwe & Abaho, 2013; Okpara, 2009). Likewise, many studies 
used market orientation to evaluate the SMEs' export performance (e.g. Cadogan et 
al., 2016; Imran, Aziz, & Hamid, 2017; Samson & Mahmood, 2015; Singh & 
Mahmood, 2013). Equally, several studies have investigated the relationship between 
business networks and SMEs' export performance (Ajayi, 2016; Serrano, Acero, & 
Fernandez-Olmos, 2016; Shneor et al., 2016; Yan, He, & Cheng, 2017). The 
relationship between total quality management and SMEs' export performance was 
examined by Abeykoon and de-Alwis (2016); Lages et al. (2009). 
Moreover, some studies investigated the impact of EO, BN and TQM either 
individually or with two aspects in a one research model, such as EO (Abiodun & 
Rosli, 2014; Fernandez-Mesa & Alegre, 2015; Ahimbisibwe & Abaho, 2013; Jalali, 
2012; Nuseir, 2016; Samson & Mahmood, 2015) EO and MO (Boso, Oghazi, et al., 
2016; Cadogan et al., 2016; Celec et al., 2014; Mutlu & Aksoy, 2014); EO and BN 
(Ajayi, 20 I 6; Felzensztein et al., 2015); EO, MO and LO (Feder, 2015); TQM (Radzi, 
Junoh, Hussain, Abd, & Aziz, 2015); BNO (Babakus et al., 2006; Jin & Jung, 2016; 
Papastamatelou, Busch, Otken, Okan, & Gassemi, 2016; Serrano et al., 2016; Torrens, 
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Amal, & Tontini, 2014); BN and MO (Luczak, Mohan-Neill, & Hills, 20l0; Yan, He, 
& Cheng, 2016), TQM and MO (Abdollahi, Razrn, & Tan, 2014; Jabeen & 
Mahmood, 2015) . In conclusion, it has been highlighted that little attention has been 
given to investigate the combined effect of EO, BN, and TQM on SMEs' export 
performance in one framework, especially in the context of Pakistan. Most 
researchers have separately investigated the influence of these predictors. 
It is evident from the current study which found a positive contribution of EO, TQM, 
and BN with the combination of dynamic capability (EMO) in SMEs' export 
performance. This study validated the RBV arguments such as bundles of resources 
creating a source of competitive advantage, which lead to firms receiving a higher 
performance (Barney, 1991). In addition to that, the EO, BN, and TQM that were 
regarded as firms' resources was further added up with the EMO which one of the 
element in DCV that provide a positive and new contribution in the current literature. 
Another theoretical contribution of this study is the finding on the relationship 
between EO, BN, TQM, and EMO. According to Amin et al. (2016), Chang and Fang 
(2015), Jin and Jung (2016), Miguel et al. (2016) and Wang et al. (2012) export 
market excess depends upon firms relationships, product innovation, product and 
service quality, firm management and employee commitment, and the coordination 
between departments. The results established the ability of SMEs to manage their 
intangible resources, such as EO, BN, and TQM, which will improve the overall 
market performance in foreign markets. Hence, the study has contributed to the theory 
by enhance RBV theory by added up the DCV element (EMO) in a single study. In 
other words, dynamic capability (e.g. EMO) play the role of catalyst between 
intangible resources (e.g. EO, BN, TQM) and SMEs' export performance. 
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More specifically, this study has investigated the mediating role of EMO on the 
relationship between EO, BN, and TQM on SMEs' export performance. Several 
studies have stated that finns' resources have a positive effect on SMEs' export 
performance. However, in previous literature it has been established that a firm 
resources influence the SMEs' export performance indirectly through mediating 
variables (Faroque et al., 2017; Lages et al., 2009; Monteiro et al., 2017b; Radulovich 
et al., 2018; Ribau et al., 2017; Manzanares, 2017). Other studies have investigated 
the mediating role of EMO between BN and firm exports (Chang & Fang, 2015; Jin& 
Jung, 2016; Lin et al., 2014; Stoian et al., 2017). In this account, little or no attention 
has been given to the mediating role of export market orientation in explaining how 
and why the relationship among EO, BN, TQM and SMEs' export performance 
exists. Although past studies have demonstrated that export perfonnance of SMEs 
depends mainly on international marketing orientation (e.g. Boso, Adeola, Danso, 
&Assadinia, 2017; Jin & Jung, 2016; Singh et al., 2017), studies fail to explore its 
mediation role. In the suggestion of past studies, mediating role of EMO needs to be 
explored further between firm resources and SMEs' export performance (Chen et al. , 
2016; ipek, 2017; Shahid, Qadeer, & Ahmed, 2015). 
As expected, the current study contributes theoretically by empirically testing the 
mediation role of EMO on the relationship between EO, BN, and TQM with SMEs' 
export performance. The results indicate that EMO mediates the relationship between 
EO, BN, and SMEs' export performance. This study makes extended the RBV theory 
in the form of dynamic capability view, and strategic management and 
entrepreneurship literature by clarifying the role of EMO between EO, BN, and 
SMEs' export performance. For that reason, this study has enhanced researcher 
knowledge regarding the topic of the mediating role of EMO on firm resources such 
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as EO, BN, and SMEs' export performance. Additionally, the full mediating role of 
EMO between BN and SMEs' export performance providing additional perspective to 
understand the role of capability between resources and outcome. Further, this study 
has contributed in theory as it found an insignificant mediating role of EMO on the 
relationship between TQM and SMEs' export performance, which calls for further 
analysis to diagnose more variables between TQM and SMEs' export performance. 
Also, past literature on SMEs' export performance was conducted in the context of 
developed countries, such as American, European and Australian countries. The 
studies in the context of Asian countries are very few. More specifically, to the best of 
author's knowledge, no study found in the context of South Asia, especially Pakistan 
(Chen et al., 2016; ipek, 2017). Furthermore, most of the studies conducted in large 
firms, only a few studies are conducted in the context of SMEs. Moreover, according 
to the author's best knowledge, this is the first study conducted in the context of 
Pakistan regarding SMEs' export performance. Therefore, conducting this study in 
Pakistan, it is expected that it will improve the understanding of SMEs' export 
performance in South Asia as well as other developing countries. Finally, the study 
can be considered as pioneering as it was conducted to cover the whole manufacturing 
sector, especially in Pakistan. 
6.4.2 Practical implications 
The findings of the present study have provided insights on how EO, BN, TQM, and 
EMO enhance manufacturing SMEs' export performance in Pakistan. This research has 
provided a guide map for policymakers and practitioners to formulate those policies 
which could assist SMEs performance. The analytical results indicated that SMEs' 
managers need to work in close harmonisation between the research & development, 
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marketing, and quality departments to satisfy customers, hence boost up their export 
perfonnance. The competitions from the domestic and international markets are 
constantly changing. Thus, firms face uncertainty from competitor and customers. Since 
EO, BN, TQM, and EMO are seen as the firms' critical internal resources, it is very 
critical for SMEs managers to adopt them as to understand competitors' moves, and to 
improve the quality standards of their products and services. Managers should track the 
record of their current and potential customers using new technologies such as email, 
websites or online conununities to grasp opportunities. 
Empirical evidence suggests that EO, BN, TQM and EMO are important resources and 
capability that are valuable, rare, inimitable and non-substitutable, and necessary for firms 
to create a competitive advantage. Realizing the need to emphasize on the growth and 
development of SMEs, the findings of this study would motivate SME managers/owners 
to implement EO, BN, TQM, and EMO in their firms as to create competitiveness and 
higher export performance in the intense competition market. 
The outcome of this study empirically revealed the significant association between some 
detenninants with SMEs' export performance in Pakistan. The results of this study 
demonstrated that EO and TQM are positively related to export performance of SMEs, 
whereas, BN showed an insignificant relationship with S:MEs' export perfonnance. The 
insignificant relationship between BN and export performance may be due to less 
participation in export business, no direct contacts with customers and distributors and 
lack of owners'/managers' interest in BN. Moreover, the cun-ent study reported 
significant relationships between EO and BN with EMO of the SMEs, whereas, this study 
found the insignificant relationship between TQM with this EMO. Hence, TQM has no 
role in the development of dynamic capability (i.e., EMO). Further, it was revealed that 
EMO did not mediate the relationship between TQM and SMEs' export perfonnance. 
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Whereas, EMO was found to mediate between EO and BN with the export performance 
of the SMEs. 
In other words, EO and TQM are important factors for Pakistani SMEs to consider 
achieve higher export performance. As such, SMEs of Pakistan should strive to 
implement EO and TQM within their firms to achieve the competitive advantage and 
contribute to enhancing the export performance. Furthermore, EO and BN are considered 
as a critical element for EMO implementation. Basically, EMO is recognised as a 
dynamic capability in the present study, which deals with international uncertain business 
environment and aligns the SMEs resources and capabilities according to market 
demands. Thus, EO and BN are proved as influential factors for EMO development. 
In summary, the current study reported the influential mediating role of EMO on the 
relationship between EO and SMEs' export performance, and the relationship between 
BN and SMEs' export performance. This EMO mediating role findings stated that EO 
and BN developed the EMO and further EMO influenced the SMEs' export performance. 
Thus, EO and BN are very important for EMO implementation and this EMO influence 
positively to SMEs' export performance. In other words, EMO carries the influence of 
EO and BN towards SEMs export performance. Therefore, the finding of this study 
would be of significant importance to policymakers and practitioners such as the small 
and medium enterprise development authority (SMEDA) and trade development authority 
of Pakistan (TDAP) in designing different policies and future programmes to improve 
SMEs' export performance. 
On the other hand, managers should develop the research & development and quality 
culture in the firm by engaging and involving all stakeholders and also create an export 
market orientation atmosphere to enhance export performance. In other words, dynamic 
capability, namely EMO is crucial to leverage the firm's resources. While the present 
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study did not find a direct influence of BN on SMEs' export performance, BN was seen 
to affect export performance indirectly through the mediation of EMO. Therefore, the 
owner/manager of SMEs should develop the dynamic capabilities (i.e., EMO) to achieve 
better SMEs' export performance. 
Therefore, they should be focused on the correct implementation of EO, BN, TQM, 
and EMO, which will directly improve the firm export performance in term of 
financial, strategic and business satisfaction. Many factors are influencing the SMEs' 
export performance, but SMEs owners/managers should develop a right decision on 
the resources mentioned above. This will give SMEs a more significant economic 
outcome, which in tum lead to superior export performance. Thus, this study supports 
the arguments that the bundles of firm's resources with dynamic are the primary 
source of competitive advantage that will lead to higher export performance (Teece, 
Pisano, & Shuen, 1997). 
The present study findings also suggested that the export-oriented SMEs should focus 
on entrepreneurial oriented behaviour, which can foster creativity, open for change 
and seeking new ways to make a better competitive position. Another point is, the 
owner/manager of SMEs should update their knowledge about international markets 
changes and update their resources and capabilities according to international market 
changes. Basically, SMEs success depends on the owners'/managers' ability to 
discover the international markets. Thus, they should update their knowledge to be 
able to assess international market risk, opportunities, while aligning specialized 
resources according to international markets. Besides this, government and trade 
organization such as Pakistan trade development authority (TDAP) can provide 
different workshops targeting firms with different characteristics. This can be one 
types of support that can be offered to SMEs so that they can build capabilities to 
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overcome the shortage of resources. Also, more EMO output related capabilities such 
as export market information generations, dissemination, and responsiveness are 
needed as to make SME vigilant to changes in customers' wants and needs. Another 
implication is that export-oriented SMEs are advised to invest resources in 
understanding international markets and maximizing their market capabilities to target 
potential customers and achieve higher SMEs' export performance. 
6.4.3 Methodological implications 
After the detailed discussion of theoretical and practical contributions, this study 
discusses the methodological implications in this section. The first implication is that 
previous studies used SPSS traditional or first generation analysis, but to the author's 
best knowledge, very few studies have used Smart PLS 3.2.7 (Ringle et al., 2015) or 
advance and second generation statistical data analysis to make the decision 
(acceptance or reject the study hypothesis). Specifically, the current study analysed 
the psychometric properties of variables by examining the constructs convergent and 
discriminant validity. 
Moreover, this study employed the PLS-SEM advance analysis and technique such as 
the constructs used for EO, TQM, BN, and EMO are of the reflective-formative 
nature with second-order type-II (Becker et al., 2012), which is very rare in exports 
related studies. Furthermore, this study employed the two-stage approach as opposed 
to the repeated indicators approach to validate the measurement and structural model; 
this is very limited in export studies. In addition, the study used CTA-PLS analysis 
(Gudergan et al., 2008) to identify the constructs operationalisation, to see whether 
those constructs are reflective or formative. This kind of analysis is very limited in 
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social sciences. Additionally, the present study used the latest mediation type criteria 
(Nitzl et al., 2016; Zhao et al., 2010) to identify the mediation type. 
Furthermore, regarding the sample, this is the first study collecting data from 350 
exporting SMEs in Pakistan. As it can be seen in the literature, it is evidenced that it is 
tough to get more than a 50 percent response rate in Pakistan. 
Lastly, the study adopted the questionnaire which was acquired from past studies and 
validated in the context of Pakistan. Hence, the cuIT"ent study represents a further 
contribution to the methodology and literature of SMEs' export performance by 
establishing the validity and reliability of the adopted measures in the context of 
Pakistan. 
6.5 Limitations and future recommendations 
The current study is not free from limitations. Several limitations and future 
recommendations are discussed in this section. 
The current study used the seven-point Likert scale to evaluate variables and answers 
from respondent on subjective judgments. Although past studies have also used this 
scale to measure SMEs' export performance, the current study acknowledges that 
some responses may not reflect the actual situation about the level of resources and 
capabilities held by the SMEs. Also, the evaluation of all variables in this study is of 
the single informant opinion per SME, thus may not reflect the reality of the firms. 
Hence future studies should consider multiple sources ofrespondents from a subject. 
In the current study, the SME manufacturing sector was the study sample. However, it 
is believed there is a need to also investigate the export performance of big enterprises 
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in Pakistan. As such, comparisons between these two segments of enterprises are 
possible, particularly in determining the key factors that contribute to their export 
performance. Future studies may want to consider this aspect in extending the present 
research. 
Besides this, the current study focused only on the performance of export-oriented 
SMEs. Future studies may want to consider the domestic SMEs' performance, or a 
comparative study between export-oriented and domestic SMEs' performance, given 
that the nature of the domestic market is different from the international market. 
Therefore, cultural differences and market dynamics should also be investigated in 
future studies. 
The current study adopted a quantitative analysis and relied on a single data collection 
method. In other words, questionnaires were the only method to collect the data. The 
respondents may not always be willing to give responses correctly or some refuse to 
respond. Thus, future studies should consider both the quantitative and qualitative 
methods of data collection for a better and an in-depth investigation of SMEs' export 
performance. 
In addition, the current study adopted the cross-sectional survey design - i.e. the one-
time response collected from respondent. This technique does not permit an 
observation of the long-term behaviors of the firms (Sekaran & Bougie, 2016). In 
view of this limitation, future study should collect data through longitudinal method, 
which may help firms to get better understanding of the subject matter and validate 
the cross-sectional findings as well. 
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Lastly, the current study does not examine the moderating effect of many variables 
such as business environment, or the effect of control variables such as firm size, 
experience, and demographic characteristics, which may lead to better insights. Also, 
other firms ' resources such as brand orientation, export orientation, social networks, 
firm reputation, and employee orientation can be employed by future studies to extend 
the current framework. Hence, future research could broaden the scope of the study 
through conducting a con.figurational approach using export market orientation, brand 
orientation, and exports environment as moderators to explain the variance in SMEs' 
export performance. 
6.6 Conclusion 
The present study has successfully achieved all the research objective proposed, 
namely: (1) To analyze the influence of entrepreneurial orientation, business 
networks, and total quality management on the export performance of manufacturing 
SMEs in Pakistan. (2) To determine the relationship between entrepreneurial 
orientation, business networks, total quality management, and export market 
orientation. (3) To investigate the influence of export market orientation on SMEs' 
export performance. (4) To evaluate the mediating role of export market orientation 
between entrepreneurial orientation, business networks, and total quality management 
with SMEs' export performance. 
The current study lent empirical supports to fulfill the study gaps relating to several 
issues. The present study has proven that intangible resources such as entrepreneurial 
orientation, business networks, and total quality management have a positive 
influence on SMEs' export performance directly and indirectly through export market 
orientation. Secondly, the present study has successfully proved that the dynamic 
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capability (export market orientation) has a significant positive relationship with 
SMEs' export performance and furthermore, export market orientation acted as the 
mediating role between entrepreneurial orientation, business network, and SMEs' 
export performance. 
In providing information on the study's objectives, a revjew of literatures was 
conducted, and the concept of the study's variables was determined. Based on the 
detailed literature review, entrepreneurial orientation consists of three main 
dimensions, namely innovativeness, risk-taking, and proactiveness, while the business 
network factor described in the previous literature is made up of four dimensions -
information acquisition, opportunity enabling, strong tie resources mobilization and 
weak tie resources mobilization. On the other hand, the total quality management 
entails five dimensions, i.e., leadership, strategy, people, resources and process. As 
for the mediating variable, export market orientation was defined as having the export 
market information generation, export market intelligence dissemination and export 
market responsiveness. [n this study, export market orientation was measured as a 
unidimensional construct. 
With regard to the methodological aspect, the current study employed the quantitative 
data collection method using questionnaires administered to the owner/manager of the 
manufacturing SMEs. The data was analysed using Partial Least Squares Structural 
Equation Modeling (PLS-SEM) version smartPLS-3 and Statistical Package for the 
Social Sciences (SPSS) version 25. The partial least square structural equation 
modeling was used to analyzed the hypotheses. 
In conclusion, despite its limitations, the current study accomplished all the study 
objectives. Although several past studies did investigate the contributory factors to 
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SMEs' export performance, the present study addresses the theoretical gap by 
incorporating the combined effect of firm resources in one framework, namely the 
EO, BN, TQM as the critical factors to SMEs' export performance. In research 
objective I, the study investigated the direct relationship between entrepreneurial 
orientation, business network, tot.al quality management, and SMEs' export 
performance. The current study has successfully proved the theoretical and empirical 
suppo11 for these relationships except for the business network that was not found 
related to SMEs' export performance. 
In the second objective, the study examined the relationship between entrepreneurial 
orientation, business network, and total quality management with export market 
orientation of the manufacturing Sills. The study results showed significant 
contributions of entrepreneurial orientation and business network in SMEs' export 
market orientation, except for the total quality management factor. In the third 
objective, the study found the significant positive relationship between export market 
orientation (mediator) and SMEs' export performance. Lastly, the study evaluated the 
mediating role of export market orientation between the relationships of 
entrepreneurial orientation, business network, and total quality management with the 
SMEs' export performance empirically. The study found a significant mediating role 
of export market orientation in the relationship of entrepreneurial orientation, and 
business network with the SMEs' export performance. However, it was not found 
mediating the total quality management and export performance relationship. The 
research framework of the current study potentially contributes to the resource base 
(RBV) theory and dynamic capability view (DCV) theory by evaluating the influence 
of intangible resources, namely entrepreneurial orientation, business network, total 
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quality management on dynamic capability (export market orientation), which 
eventually affects Pakistan's SMEs' export performance. 
This present study also provided practical, theoretical and methodological 
implications to firms and their owner/manager, together with future recommendations 
to deal with the limitation of the present study. In conclusion, this research work has 
added valuable implications in terms of practical, theoretical and methodological in 
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AppendixB 
Scale Face and Content Validity Analysis 




Adopted Scale/ Original Scale Adapted Scale Source 
SMEs' export performance 
This export venture has been very profitable. 
This export venture has generated a high volume of sales. 
This export venture has achieved rapid growth. 
This export venture has improved our global competitiveness. 
This export venture has strengthened our strategic position. 
This export venture has increased our global market share. 
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Our firm export has been very profitable. 
Our firm export has generated a high volume of sales. 
Our firm export has achieved rapid growth. 
Shoham et al. 
Our firm export has improved our global (2008) 
competitiveness. 
Our firm export has strengthened our strategic 
position. 
Our finn export has significantly increased our global 
market share. 
Instrument validity results (continues) 
Dimensions Adopted Scale / Original Scale 
The performance of this export venture has been 
satisfactory. 
Satisfaction EP This export venture has been successful. 
This export venture has fully met our expectation. 
Adapted Scale 
The export performance of our firm has been 
satisfactory. 
Our firm export has been successful. 
Our firm export has fully met our expectation. 
Entrepreneurial Orientation 
Innovation 
Our company has produced more new 
products/services for our export markets than our key 
export market competitors during the past five years. 
On average, each year we introduce more new 
products/services in our export markets than our key 
export market competitors. 
Industry experts would say that we are more prolific 
when it comes to introducing new products/services in 
our export markets 
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Our company has produced more new products 
for our export markets than our key export 
market competitors during the past five years. 
On average, each year we introduce more new 
products in our export markets than our key 
export market competitors. 
Industry experts would say that we are more 
innovative when it comes to introducing new 
products in our export markets. 
Source 
Boso et al. 
(2012) 
Instrument validity results (continues) 
Dimensions 
Risk Raking 
Adopted Scale / Original Scale 
Relative to our main export competitors, the 




Top export managers of our company, in general, tend 
to invest in high-risk export projects 
Adapted Scale 
Relative to our main export competitors, the 
products/services we offer in our export 
market(s) are Revolutionary. 
Relative to our main export competitors, the 
products/services we offer in our export 
market(s) are Inventive. 
Relative to our main export competitors, the 
products/services we offer in our export 
market(s) are Creative. 
Top export manager of our company, in general, 
tend to invest in high-risk export projects. 
Source 
This company shows a great deal of tolerance for high This company shows a great deal of tolerance for 
risk export projects high risk export projects. 
Boso et al. 
Our export strategy is characterised by a strong tendency 
to take risks 
Taking chances is part of our export business strategy 
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Our export strategy is characterised by a strong (2012) 
tendency to take risks. 
Taking risk is part of our export business 
strategy. 




Adopted Scale / Original Scale Adapted Scale 
We seek to exploit anticipated changes in our export Our company seeks to exploit anticipated 
market ahead of our rivals changes m our export market ahead of our 
competitors. 
We act opportunistically to shape the 
environment in which we operate 
export Our company acts opportunistically to shape the 
export environment in which we operate. 
We consistently try to position ourselves to meet Our company consistently tries to pos1t10n 
emerging export market demands. ourselves to meet emerging export market 
demands. 
Total Quality Management 
. . . . Managers of our company view the cost as more 
Managers view cost as more important m comparison to . . . h i·ty f 
th l ·ty f d t important m companson to t e qua I o e qua 1 o pro uc s. d t 
pro uc s. 
Source 
Managers present themselves as role models for the Managers of our company present themselves as Shafiq et al. 
employees. role models for the employees. (2017) 
Managers ensure that employees and suppliers (the 
people/companies who provide, e.g., raw materials to the 
company) are aware of the company's long-term plans. 
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Managers of our company ensure that employees 
are aware of the company's long-term plans. 
Instrument Validity results (continues) 
Dimensions 
Strategy 
Adopted Scale / Original Scale 
Managers do not want to give authority to employees for 
them to take decisions about their jobs. 
Managers continuously acquire and update their 
knowledge that is valuable for the organisation. 
Adapted Scale 
Managers of our company do not want to give 
authority to employees for them to take 
decisions about their jobs. 
Managers of our company continuously acquire 
and update their knowledge that is valuable for 
the organisation. 
Managers encourage and participate in continuous Ma~a?ers of. our company encourage and 
improvement initiatives. part1c1pate m continuous improvement 
initiatives. 
The views of customers (the people/companies who buy 
or want to buy your company's products) are considered 
important while designing new products. 
The views of employees and suppliers are considered 
while shaping the company's objectives. 
In our company, the views of customers (the 
people/companies who buy or want to buy your 
company's products) are considered important 
while designing new products. 
In our company, the views of suppliers are 
considered while shaping the company's 
objectives. 
The performance of competitors and best-in-class In our co11_1pany, the performance of competitors 




Instrument Validity results (continues) 
Dimensions 
People 
Adopted Scale / Original Scale 
Systematic measurement of losses (production losses, 
the losses due to rejection of finished products, etc.) is 
carried out. 
Adapted Scale 
In our company, systematic measurement of 
losses (such as production losses, the losses due 
to rejection of finished products, etc.) is carried 
out. 
Information systems are in place to capture information In our company, information systems are in 
about customers and markets. place to capture information about customers 
and markets. 
Periodically (e.g. after every three months, six months, 
or one year), organisational performance is evaluated 
against the set objectives and targets. 
Formal processes are used regularly (attitude surveys, 
employees' briefing, etc.) to find out employees' 
opinions and views. 
Specific quality training is offered to employees. 
In our company, periodically (e.g. after every 
three months, six months, or one year), 
organisational performance is evaluated against 
the set objectives and targets. (Strategy) 
In our company, fonnal processes are used 
regularly (attitude surveys, employees' briefing, 
etc.) to find out employees' opinions and views. 
In our company, specific quality training is 
offered to employees. 
Employees are encouraged to update their knowledge In our company, employees are encouraged to 
and skills. update their knowledge and skills. 
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Source 
lnso·ument Validity results (continues) 
Dimensions 
Resources 
Adopted Scale / Original Scale 
Teamwork is a common practice within the organisation. 
Employees have easy access to the relevant information. 
Encourage the employee's opm1ons, suggestions about 
any of the activities of the organization. 
Adapted Scale 
In our company, teamwork is a common practice 
within the organisation. 
In our company, employees have easy access to 
the relevant information. 
In our company, encourage the employee's 
opinions, suggestions about any of the activities 
of the organization. (People) 
Suppliers are encouraged to develop 
partnerships with the organisation. 
1 
t In our company, suppliers are encouraged to 
ong- erm develop long-term partnerships with the 
Ow· organisation does not give preference to quality 
over cost while making purchase agreements with 
suppliers. 
Performance of the suppliers is evaluated periodically. 
Updated information and resources are provided to all 
employees to perform their jobs. 
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organisation. 
In our company does not give preference to 
quality over cost while making purchase 
agreements with suppliers. 
In our company, performance of the suppliers is 
evaluated periodically. 
In our company, updated information and 
resources are provided to all employees to 
perform their jobs. 
Source 
Instrument Validity resulrs (continues) 
Dimensions 
Process 
Adopted Scale / Original Scale 
The organisation tries to reduce the harmful effect of its 
activities on the environment. 
Adapted Scale 
In our company tries to reduce the harmful effect 
of its activities on the environment. (Partnership 
and resources) 
Proper procedures are established to perform different In our company, proper procedures 
established to perform different jobs. 
are 
jobs. 
Employees are aware of the parameters (temperature, 
pressure, etc.) of different processes, which are needed 
to be controlled for effective operation. 
Performance of production processes is monitored. 
In our company, employees are aware of the 
parameters (temperature, pressure, etc.) of 
different processes, which are needed to be 
controlled for effective operation. 
In our company, perfonnance of production 
processes is monitored. 
Development and innovation of production processes are In our company, development and innovation of 
emphasised. production processes are emphasised. 
The research and development (R&D) department is 
continuously working on the development and 
improvement of the products. 
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In our company, the research and development 
(R&D) department is continuously working on 
the development and improvement of the 
products. 
Source 




Adopted Scale / Original Scale 
Production processes are capable of producing products 
according to design specifications. 
Adapted Scale 
In our company, production processes are 
capable of producing products according to 
design specifications. 
Proper systems are in place to deal with customer In our company, proper systems are in place to 
complaints. deal with customer complaints. 
Business Networks 
We ask our business partners when we need information 
regarding any of the following: new business 
opportunities, competition or technology developments 
in the market. 
Our firm asks to business partners when we need 
information regarding any of the following: new 
business opportunities, competition or 
technology development in the market. 
Source 
Information provided by our business partners is helpful Information provided by our business partners is Thornton et 
for us to make an informed decision. helpful for us to make an informed decision. al. (2014) 
By speaking to our business contacts, we are able to By speaking_ to our business contacts, our firm is 
obtain the information that is cmcial to us. able to obtam the information that is crucial to 
us. 
Information from our business contacts who work in a Information from our business contacts who 
similar market can be useful for us. work in a similar market can be useful for us. 
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Adopted Scale / Original Scale Adapted Scale 
. Our firm makes every effort to go out and 
We make every effort to go out and network m order to tw k . d t - t 1- · th · · - th k ne or m or er o increase our repu a ton m e 
increase our reputation m e mar et. k t 
mar e. 
We recognize that the value of working well with our Our finn recognizes that the value of working 
business partners adds to the reputation of our products well with our business partners adds to the 
or services. reputation of our products. 
We inve_st in ~uilding up our reputation in the market by Our firm invests in build!ng up _our reputation in 
networking with our business partners. the market by networkmg with our business 
partners. 
We work toward becoming an effective business partner 
for other companies in the market (e.g., potential 
customers or suppliers). 
tie Matching our suppliers' capacity to the demands of our 
customers has been an important practice in our 
organization. 
Our firm works toward becoming an effective 
business partner for other companies in the 
market (e.g., potential customers or suppliers). 
Matching our suppliers' capacity to the demands 
of our customers has been an important practice 
in our organization. 
Our suppliers' ability is critical for us to satisfy our Our suppliers' ability is critical for us to satisfy 
customers. our customers. 
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Source 






Adopted Scale / Original Scale 
Having good relationships with both suppliers and 
customers has enabled us to adapt to changes in the 
market place. 
Our customer-focused approach is communicated to 
suppliers, so that they are aware of how we serve our 
customers and can contribute to the success of delivering 
the offerings. 
Adapted Scale 
Our firm has good relationships with both 
suppliers and customers, has enabled us to adapt 
to changes in the market place. 
Our customer-focused approach is 
communicated to suppliers, so that they are 
aware of how we serve our customers and can 
contribute to the success of delivering the 
offerings. 
W~ initiate relationships with new business partners to Ou~ firm m1hates relationships with new 
gam local knowledge in a new market. busmess partners to gain local knowledge in a 
new market. 
We interact with the customers of our customers. Our firm interacts with the customers of our 
customers 
We work closely with influential parties who have Our firm works closely with influential parties 
relationships with our direct customers to stimulate who have relationships with our direct customers 
demand. to stimulate demand. 
Identifying our competitors' major customers helps us to Identifying our competitors' major customers 
getting to know the needs and requirements of potential helps us to getting to know the needs and 
customers. requirements of potential customers. 
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Source 
Instrument Validity results (continues) 
Dimensions Adopted Scale / Original Scale Adapted Scale 
Export Market Orientation 
In this company, we generate a lot of information 
concerning trends (e.g., regulations, technological 
developments, political, economic) in our export 
markets. 
In our firm, we generate a lot of infonnation 
concerning trends (e.g. regulations, 
technological developments, political, economic) 
in our export markets. 
We constantly monitor our level of commitment and Our firm constantly monitors our level of 







We _are slow to detect fundamental shifts in our export Our firm is slow t~ detect fundamental shifts in al. (2001) 
environment (e.g., regulation, technology, economy). our export environment (e.g. regulation, 
technology, economy). 
We periodically review the likely effect of changes in 
our export environment (e.g., regulation, technology). 
Our firm periodically reviews the likely effect of 
changes in our export environment (e.g. 
regulation, technology). 
We generate a lot of information in order to understand Our firm generates a lot of information in order 
the forces which influence our overseas customers' to understand the forces that influence our 
needs and preferences. overseas customers' needs and preferences. 
Export Market Too much information concerning our export Too much information concerning our export 
Intelligence competitors is discarded before it reaches decision competitors is discarded before it reaches top 
Dissemination makers. management. 
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Adopted Scale / Original Scale 
Information which can influence the way we serve our 
export customers takes forever to reach export 
personnel. 
Adapted Scale 
Information which can influence the way we 
serve our export customers takes forever to reach 
export personnel 
Important information about our export customers is Important information about our export 
often "lost in the system." customers is often 'lost in the system'. 
Information about our export competitors' activities 
often reaches relevant personnel too late to be of any 
use. 
Important information concerning export market trends 
(regulation, technology) is often discarded as it makes 
its way along the communication chain. 
If a major competitor were to launch an intensive 
campaign targeted at our foreign customers, we would 
implement a response immediately. 
300 
Information about our export competitors' 
activities often reaches relevant personnel too 
late to be of any use. 
Important information concerning export market 
trends (regulation, technology) is often discarded 
as it makes its way along the communication 
chain. 
If a major competitor were to launch an intensive 
campaign targeted at our foreign customers, we 
would implement a response immediately. 
Source 
Instrument Validity results (continues) 
Dimensions Adopted Scale / Original Scale 
We are quick to respond to significant changes in our 
competitors' price structures in foreign markets. 
Adapted Scale 
Our firm is quick to respond to significant 
changes in our competitors' price structures in 
foreign markets. 
We rapidly respond to competitive actions that threaten Our firm rapidly responds to competitive actions 




Total Variance Explained 
Initial Eigenvalues Extraction Sums of Squared Loadings 
Component 
Total Variance Cumulativ Total Variance Cumulative (%) 
(%) e (%) (%) 
1 17.032 21.028 21.028 17.032 21.028 21.028 
2 6.398 7.899 28.926 6.398 7.899 28.926 
3 5.968 7.368 36.295 5.968 7.368 36.295 
4 4.287 5.293 41.587 4.287 5.293 41.587 
5 3.402 4.201 45.788 3.402 4.201 45.788 
6 2.364 2.918 48.707 2.364 2.918 48.707 
7 2.034 2 .5 11 51.218 2.034 2.5 I 1 51.218 
8 1.847 2.280 53.498 1.847 2.280 53.498 
9 1.830 2.259 55.758 1.830 2.259 55.758 
10 1.682 2.076 57.834 1.682 2.076 57.834 
11 1.636 2.019 59.854 1.636 2.019 59.854 
12 1.524 1.882 61.735 1.524 1.882 61.735 
13 1.320 1.629 63.364 1.320 1.629 63.364 
14 1.229 1.517 64.881 1.229 1.517 64.881 
15 1.160 1.433 66.314 1.160 1.433 66.314 
16 l.l 14 1.375 67.689 1.114 1.375 67.689 
17 1.041 1.286 68.974 1.041 1.286 68.974 
18 1.013 I .251 70.225 1.013 1.251 70.225 
19 .990 1.222 71.447 
20 .982 1.213 72.660 
21 .893 1.103 73.763 
22 .868 l.072 74.835 
23 .822 1.015 75.849 
24 .786 .971 76.820 
302 
Total Variance Explained (Continues) 
Initial Eigenvalues !Extraction Sums of Squared Loadings 
Component 
Total Variance Cumulativ Total Variance Cumulative (%) 
(%) e (%) (%) 
25 .760 .938 77.758 
26 .754 .931 78.690 
27 .712 .879 79.569 
28 .685 .846 80.415 
29 .671 .829 81.244 
30 .648 .800 82.044 
31 .604 .745 82.789 
32 .600 .741 83.530 
33 .567 .700 84.230 
34 .554 .684 84.914 
35 .533 .658 85.572 
36 .501 .61 9 86. 191 
37 .489 .604 86.794 
38 .469 .579 87.374 
39 .460 .568 87.941 
40 .446 .551 88.492 
41 .436 .538 89.030 
42 .413 .510 89.540 
43 .408 .503 90.043 
44 .386 .477 90.520 
45 .383 .473 90.993 
46 .368 .454 91.447 
47 .348 .430 91.877 
48 .336 .414 92.292 
49 .319 .393 92.685 
50 .314 .387 93.072 
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Total Variance Explained (Continues) 
Initial Eigenvalues Extraction Sums of Squared Loadings 
Component 
Total Variance Cumulativ Total Variance Cumulative (%) 
(%) e(%) (%) 
51 .300 .371 93.443 
52 .293 .361 93.804 
53 .288 .356 94.160 
54 .279 .345 94.505 
55 .275 .339 94.844 
56 .267 .330 95.174 
57 .255 .315 95.489 
58 .251 .310 95.799 
59 .236 .291 96.090 
60 .231 .285 96.375 
61 .219 .271 96.646 
62 .211 .260 96.906 
63 .207 .255 97.161 
64 .199 .246 97.407 
65 .183 .226 97.633 
66 .172 .212 97.845 
67 .168 .208 98.053 
68 .163 .202 98.255 
69 .154 .190 98.445 
70 .149 .184 98.629 
71 .139 .171 98.800 
72 .127 .157 98.958 
73 .125 .154 99.112 
74 .115 .142 99.253 
75 .109 .134 99.388 
76 .103 .127 99.515 
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Total Variance Explained (Continues) 
Initial Eigenvalues !Extraction Sums of Squared Loadings 
Component 
Total Variance Cumulativ Total Variance Cumulative (%) 
(%) e (%) (%) 
77 .098 .121 99.635 
78 .091 .112 99.747 
79 .082 .101 99.848 
80 .069 .085 99.933 
81 .054 .067 100.000 




COLLEGE OF BUSlNESS, UNIVERSITl UTARA MALAYSIA 
Title: Survey to Investigate the Factors of SMEs Export Performance in Pakis tan. 
Section A: Firm 's a nd Respondent•, P rofile 
Firm Profile: Kindly. tick ( 0 ) whichever particular is applicable 






T extile (Rcadymade gruinems. Bed wear. 




Stainless c utle,y & Vte,is ils 
Please Specify: ........................ .......... . 








Leather (Leather products. Footwear) 
Furniture 
M etallic/Mineral Products: (Ge,n.s. Jewelry. 
Marble. Granite) 
D Local/National Market D Export/international market □both 
3. Numbers of employees: 
0 10-50 □ 50-250 
4. Please p rovide an estimate of your company's total annual sales PKR, 
0 More than 250 
0 Le.ss tJ,nn 10 million PKR ( 10.000.000) 0 Less tJ,an 250 million PKR (250,000,000) 
D More thon 250 million PKR ('.!50,000.000) 
Respondent Prof1Jc: Kindly. tick ( 0 ) which.,-ver panicular is applicable 
1. Your age 
D 20-30year,; 
0 Abov~ 50 years 
2. Gen der : 
□ Mak 




D 31-40 years 
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Section {R) (Please cirdc one numher for each statem ent). 
Where I= Strongly Disagree (SD) 2= Disagree (D) J= Somewhat Disagree (SWO> 4=Ncutrnl (N) 5=Somewh»I 
Agree (SWA) 6=Agrce (A) ?=Strongly Agr~-c (SA) 
B Questions so D swo N SWA A 
I 
Our firm expot1 ha., bec11 very prnfilabk. 
I 2, 3 4 5 6 
.... - ..... . 
·-our firm export has generated a l1igh volume o f ,nle.<. 
2 I 2 3 4 5 <, 
3 
O ur firm export has achieved rap id growth. 
I 2 J 4 5 6 
4 
Onr firm export ha~ improved our global ct,mpetilivcncss. 
I 2, 3 4 5 6 
5 
Our firm cxpon has .s.trcngthene<l o.ur s tl'atcgic position. 
l 2 3 4 s 6 
Our firm cxpoit hos significanlly inL1·c.ased our gJobaJ market 
6 sh(lfe. 1 2 3 4 5 (, 
7 
The export performance of our firm has been satisfactory. 
l 2 ..J 5 6 ·' 
~ 
Our firm exprnt ha:-. been successful. 
1 2 :i 4 5 6 
9 
Our tirm cxp,,r1 has fully met our exp~t,llion. 
I 2 3 4 5 6 
Section (C> {Please circle one number for each statementt. 
Where l = Strongly Di~agree (SD) 2= Disagree (D) 3= Somewhat Disugree (SWD) 4=Ncua·al (NJ 5=Son,ewha1 











C Questions SO D SWD N SW A A SA 
Our company has produced more new produc ts for 
I our expot1 markets than our key export mark.et I 2 J 4 5 6 7 
competitors durin~ the past five years. 
On average, each year we introduce more new 
2 products in our export markets than our key export 1 2 3 4 5 6 7 
markel comoctitors. 
Industry experts would say that we me more 
.l innovative when it comes to introducing new I '.! 3 4 S 6 7 
nroducts in our export markets. 
R e lative to our main export competitors, the 
4 products/services we offer in our export rnarket(s) are 1 2 3 4 5 6 7 
Revolutionary 
Relative to our main export comperitors, the 
5 products/services we offer in our export market(s) are l 2 :; 4 5 6 7 
J.nvent.i vc 
Re l.ative to our main export competitors, the 





Top export manager of our company, in general. tend I 2 3 4 5 (, 
to invest in hi!!h-ri~k cxnort oroiccrs. 
i< 
'("his company show~ a great deal of 
high risk export proiects. 
tolerance for 
J '.! 3 4 5 <, 
Our export ~ trategy is characterised by a 
9 
temlencv w take risks. 
strong 
1 2 3 4 5 6 
10 T.iking ri~k is purl of our export business strategy. 1 :! 3 -I s 6 
Our company ~eeks 10 exploit anticipated changes in 
I '.! 3 -I 5 <, 
our cxnort marker ahead of ow- comoetitors. 
Our company acts opportunistically to shape the 
I 2 J 4 5 6 
export environment in which we operate. 
Our company consistently tries to position ourselves 
I '.! 3 4 5 (> 
to meet emerainl! export rnnrkct demand!<. 
Sectitln (I)) (Please circle one numher for euch smteme nl). 
Where I= Strongly Dis:igrce (SU):!= Disagree (D) .\= ~omewhal disagree tS\VD) 4=Ncutral (N) 5=So,ncwhar 
,\gn,c (SW Ai 6=Agrcc (A) 7=S1rongly Agre<! (SA) 
D Questions 
r,..1anagers of <1iir company view 1he cost os more imponcmt in 
comparison lo the quality ol products. 
:! ! Manugcrs or our l·oinp::u1y pr~sl.'1ll the,n_c;.cl ves. ~s roJc modcb l(>r 











M~mag ..... rs of our ~nmpnny cn:-.urc thai employees are oware of rhc 
company's long-term plans. 
\-1mrngers of our company do nul w;mt h) give: auth0ricy to 
employees for (hem 10 l»kc dccisio11s atx.,u1 their j obs. 
~Janagcrs of our comp,my continu()usly ucquire ond uf)Wlht lhcir 
knowJedg¢ thut is valuahle for 1h~ organi~tion. 
~-lmJagcrs of our comp::rny cncou.rngc ~md partklpocc in 
cuntinuuus improvement i11 ilia1ivcs. (Leadership) 
In our comp..tny. rhc vjcws of cus1om ers (lh~ peop1e/comp;rnh~!i, 
\vho buy or wnnl 10 buy yc..1ur <:ompaoy·s products) arc consi<l<:rcd 
imo .. 1nanc while dcsn.min!? new orodrn.:~. 
In ourcomp-«11y. th.:. vlews of suppliers are considered while 
shaping 1hc company·~ objectives. 
Jn our <.:ompnoy, the pcrforma1X:1! or compclitors and bc::.st~in-class 
corrrp:mics is nssw:ss'-·d and analysed. 
Jn o ur com puny> systematic meusurement of losses (su<.'h as 
production losses. the loss.es due lo rcjL-Clion of finishL'<i producL<. 
~le.) is carried out. 
Tn our 1.--ornpnny, lnformntion sys1ems ,are in pbtce to capture 
infonnalion about cu~tomers and markets. 
ln our company. pcriodicnlly (e.g. afrcr every lhrce monrhs, six 
months:. or one yc;1r). orgonismionaJ performance. is cva.luatccl 
:\t!.lill:,.1 the s..:l obkc(ivc.s and t:ui!els. (StrnlC2:\'l 
fn our company, formal procc.sscs arc used regularly (altitude 
s11rvcy,, employee;' brieling. c1c.) to find out employees' 
ooiniuns un<l views. 
1n our company . :-pccilic qu:liity Cr.lining is offered to l!mr,loyccs. 
3 
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so o swn N SWA A 
2 3 4 5 
4 6 
3 4 5 6 
4 s (, 
-I 5 6 
5 6 
3 -I 5 6 
2 .'I 4 5 6 
2 3 4 5 6 
2 3 4 5 6 
2 4 5 
2 <, 
























ln our company. employees are encournged to update their 
15 knowk.dge nnd skills. I 2 3 4 5 6 
ln ou, company. tean1work is a con1mon prac-tice \,\:jthin the 
6 16 org:mi~ntion. I 2 3 4 5 
In our company. employees J1avc easy 3CCCS.'i to the relevant 
17 information. I 2 3 4 5 6 
18 
l o our c-ompany. encourage the cmployt?c 's opinions. suggestions 
J 2 3 4 5 6 at,.,ut any "f I.he nctivities oflhe organization. (People) 
19 
Jn our company, suppliers are encouraged to develop long-term 
l 2 3 -I 5 6 partnerships with the organisation. 
20 
In our company does not give preforence to quoli1y over co.st 
I 2 3 -I 5 6 while making purchase agreeme.nt~ with suppliers. 
In our ,·omp:u1y. performance of lhe suppliers is evaluated 
21 periodically. I 2 3 4 5 6 
22 
In our company. updnled i,1fonnation nnd Ycsourccs arc provided 
I 2 3 4 5 6 to all employee,; to perform their jobs. 
23 
ln our company tries to reduce the hn□nful effect' of its ac1ivitics 
J 2 3 4 s 6 ou the cnviromncnt. (ParUlership and resource.~) 
ln our company. proper procedures are established (O perform 
24 different jobs . I 2 3 4 s 6 
In our comp:my. employees are aware of the par,1me1ers 
25 /temperature , pre~sure, "tc, ) of diff-erent processes. which are I 2 3 4 5 6 
needed 10 be controlled for effective OnPTatio11. 
In our company. p.!rformancc or production processes is 
26 m onih., red. I 2 3 4 5 6 
In our co,npn11y. devclop111ent and innovation of production 
27 processes nre en,phnsi~ed. l 2 3 4 5 6 
In our company. the research and development (R&D) 
2fi department is; continuously working on the development and I 2 3 4 5 (\ 
i11mrnvcmcnl of the products. 
29 
In our cornpnny, production processes arc capable of producing 
I 2 3 4 5 6 products according to design ~pccifications. 
In our company. proper systems are in pince 10 d ettl with 
30 customer comploinrs. (Process) l 2 3 4 5 6 
.Section (E) (Please circle one number fol' each statement). 
Where I= Strongly Disagree (SD) 2= Disagree (D) 3= Somewhat Disagree (SWD) 4= Neu1ral (N) 5=Somewhat 






Our firm asks 10 business partners whe.n we need infontJ31ion 
regarding any of the following: new busines~ opportunities. 
conmcri1ion or teclmolo<!, .. dcveJooment in the- marke1. 
lnfonnation provided by our business partners is helpful for us to 
make an informed dc!ci~ion. 
By speaking to our bu.<iness contacts. our firm is able to obtain 
the infonnurion 1hat is cruciul to us. 
lnformalioll from our business contacts who work in n s imilar 
market can be u seful for us. 
Our !inn makes every effort to go out and network in order 10 









SWD N SWA A 
4 5 6 
3 4 5 6 
3 4 5 6 
3 4 s 6 























Our finn recognizes lhttt I.he value of working well with our 
6 business partner:< atlds to the repu1a1ion of our produc1s. I 2 3 4 5 6 
7 
Our finn invests in building up our reputation in the market by 
I 2 3 4 5 6 networking wilh our business p:trtne-rs. 
Our finn works toward becoming an effective business partner for 
8 other companies iu the market (e.g .. potential customers or I 2 :i ➔ 5 6 
su1mliers). 
Marching our suppliers' capacity to the demands of our customers i 
9 h-'ls bc!(.-n an imponant pmcticc in our organization. I '.! 3 4 5 6 
10 
Our suppliers' ubil i1y is critical for us to s:itisfy ow· customcrs. 
I '.! :i 4 5 6 
Our Jinn has goo<.I relationships with both suppliers and 
II customer~. has enabled us 10 ndapt to changes in the market place. I 2 3 4 5 6 
12 
Our customer-focusoo approach is communicated to suppliers. ,so 
I 2 3 4 5 6 1ha1 1 hey ar1: awurc of how we scrvi, our customers. 
13 
Our firm initiates ri:latioo~hips w ilh new busiru:5s pat1nt!~ to gain 
l 2 3 4 5 6 local knowledge in a new market. 
14 
Our firm intern.els wit.h the end users of our cosrorncrs. 
I '.! 3 4 5 6 
Our fim, works closely with influential panics who have 
15 relationships with our direct customers to stimulate demand. I 2 3 -l 5 6 
Identifying our competitors' major customer.. helps us to get to 
16 know the needs and requireme111s of p(ltentfa.l customers. I 2 ) 4 5 6 
Section CD (Please circle one number for each statement). 
When, 1= Strongly Di~ag.rec (Sil) 2= l)isagre~ (DJ 3= Somewhnt Disagree (SWD) 4=Neucro.l (N) 5=Som~whar 
Agr<:c (SWA) 6=Agrce (A) 7=Sirongly Agree (SA) 
F Questions SD D SWD N SW,\ A 
lo ow· firm. we gc.!ne:rnte a lot of informatJon concen,ing trends 
I (e.g. regulations. tcchnolllgical developmenL~. politicnl. l 2 3 4 5 6 
economic) in our cxpa,i markets. 
2 
Our firm con~tantfy mcrni 10,~ our level of commirmen< to serving 
1 '.! 3 -l 5 6 
cxpor1 cus1omcr nct!'<ls. 
3 
Our firm i!- s low to dctL"CI fundamcmal shifts in our cxpon 
l 2 3 4 5 6 cnvimnment (..-.g. regulntion. technology. economy). 
4 
Our fim, periodically revi<:ws the likely effect of changes in our 
I 2 3 4 5 6 export environment (e.g. regulation. technology). 
Our firm gcnt.:!rutes a lot of information in order to um.lc.:rsrnn<l the 
5 forces that irrnucnce our overseas customers' needs and I 2 3 4 5 6 
orefen:nces. 
6 
Too much informntion concerning our export competitor is 
I '.! 3 -l 5 6 discarded before it reaches decision mokers. 
7 
Infonnation which can in0uencc the wny we serve our export 
I 2 3 5 6 costomcrn takes forever to n..."ach export pt."Ts.onnel. 4 
8 
lmportam infonnation about our export customers is often 'lost in 
I 2 3 4 5 6 the systcn,' . 
9 
I nfonnation about our expor1 competitors activ:irie-5 often reaches 
I 2 3 4 5 6 relevant personns:I too late to be of ~ny use. 
lmpo,iam infontutlun concerning export market trend~ 
10 (regulation. te<:hnology) is often discm-ded as it makes its w:1y I 2 .> 4 5 6 

























rr a mnjor competitor were to launch ;>J1 inte.nsive campaign 
J I 1argc1~'<.1 a l our foreign custom~s. we would implemcnl a L 2 3 4 5 6 
respon~c immediutclv. 
'" 
Our firm is quick 10 respond to signifi~ant changes in our 
l 2 '.l 4 5 6 competitors' price struclures in foreign markels. 
1J i Our finn rapidly CC$ponds to compctilivc actions 1h01 threaten us ' 2 J 4 :'i <, Cn our export. markers. 
Pleusc feel free to make additional comments regarding your coropan~·'s cxp-0rt activities or invol\•cment 
in e"port market intelligence gathering u~ing the space provided below, 
Please indicate whether you would like to rcr~ivc a summary of this study's findings and analysis upon its 
completion: 
_________ Yes _________ No thanks yon. 
Thank you. This concludes this sun·cy. 
6 
311 
7 
7 
7 
